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CHAPTER 


INTRODUCTION 

During  Ifie  last  few  years,  growers  and  handlers  of  Florida  avocados  have 
become  Increasingly  concerned  about  the  conditions  which  surround  the  marketing 
of  their  product.  Soma  of  the  major  factors  influencing  this  Increased  concern  ore 
(a)  an  anticipated  rapid  increase  in  the  size  of  future  crops,  (b)  the  apparent  inade- 
quacy of  past  marketing  and  merchandising  efforts  to  cope  with  the  expected  Increase 
In  production,  and  (c)  Hie  continued  competition  from  other  producing  areas,  some  of 
which  have  historically  employed  better  organized  and  apparently  more  effective 
marketing  methods  for  their  product. 

In  an  attempt  to  Intensify  their  marketing  efforts,  members  of  the  Florida 
avocado  Industry  have  entered  Into  a marketing  agreement  program. ' The  purpose 
of  this  progran  Is  to  regulate  Hie  handling  of  avocodat  which  move  to  market.  These 
regulations  pertain  to  size,  variety,  quality,  and  maturity  standards.  Regulations 
have  also  been  employed  to  control  the  size,  capacity,  weight,  dimensions,  and  pack 
of  containers  used.  To  develop  an  effective  advertising  and  merchandising  prolan, 
the  Florida  Lime  and  Avocado  Commission  has  been  created. ^ This  commission  was 
established  for  the  purpose  of  increasing  the  consumption  of  limes  and  avocados 

* United  States  Deportment  of  Agriculture,  Avocado  Marketing  Order  No. 69,1 954 
^Florida  Lime  and  Avocado  Commission,  1102  North  Krome  Ave.,  Homestead, 


Florida. 


through  various  typos  of  promotional  activities.  The  outcome  of  these  progrmns  will 
depend,  too  yeat  extent,  upon  the  availability  and  the  effective  use  of  Information 
relating  to  the  conditions  which  constitute  the  market  setting  for  Flerido  avocados. 

This  study  Is  based  on  the  assumption  that  information  pertaining  to  consumers' 
use  of  mid  opinions  about  avocados  Is  essential  to  the  development  of  efficient  and 
effective  promotional  programs.  Further,  any  benefits  derived  from  more  efficient 
advertising  and  merchandising  proyams  will  likely  be  shored  by  both  consumers  and 
producers. 

In  recant  years  there  has  been  a trend  toward  the  use  of  advertising  and  market 
promotion  as  a means  of  Increasing  the  sales  of  agricultural  products  an  an  induetry- 
wide  basis.  Promotional  activities  me  utilized  by  individual  Industries  In  an  attempt 
to  maintain  or  to  improve  their  competitive  position  with  respect  to  the  sales  of 
substitutable  commodities.  Regardless  of  the  Intent,  however,  the  expenditures 
involved  are  necessarily  included  In  the  marketing  or  distribution  costs.  The  effects 
of  the  efficiency  with  which  the  advertising  end  merchandising  of  ogrlcultmol  products 
ore  performed  may,  therefore,  be  regarded  as  analogous  to  the  effects  of  the  efficiency 
with  which  other  distribution  services  me  performed. 

Increased  efficiency  in  marketing  of  the  sort  that  allows  a reduction  in  casts 
may  provide  ultimate  benefit  to  consumers  In  the  form  of  lower  prices  for  the  com- 
modities purchased.  The  manner  In  which  the  benefits  from  decreased  costs  due  to 
Increased  efficiency  In  mmketlng  are  shmed  by  consumers  and  producers  depends  In 
pert  upon  the  marketing  period.  In  the  short  run  when  the  supply  of  o product  remains 
fixed,  the  tendency  is  for  producers,  rather  than  consumers,  to  benefit  from  o reduction 


In  ma’glns.3  In  the  long  run,  however,  when  supplies  ore  vmioble,  the  benefits  ore 
shared  by  both  consuners  and  producers.  The  proportional  division  between  the  two 
depends  upon  the  relative  elasticities  of  the  supply  aid  demand  schedules.  If  the 
elasticities  of  the  supply  and  demand  schedules  are  Identical,  the  benefits  will  be 
shared  equally  by  consumers  and  producers.  However,  the  elasticities  of  the  supply 
and  demand  schedules  are  seldom  found  to  be  Identical.  If  the  supply  schedule  Is 
relatively  more  elastic  than  the  demand  schedule,  the  producer  will  reeelve  a smaller 
proportional  share  of  the  benefits  from  a reduction  In  margins.  By  the  same  reasoning, 
the  consumer  will  receive  a smaller  proportional  share  If  the  demand  schedule  Is 
relatively  more  elastic  than  the  supply  schedule. 

The  primary  purposes  of  this  study  are  (a)  to  provide  the  Florida  avocado 
industry  with  information  about  consumers'  use  of  and  opinions  about  avocados,  and 
(b)  to  point  out  soma  implications  of  the  findings  with  respect  to  implementing  a more 
efficient  program  of  market  expansion  through  promotional  activities. 

The  selection  of  the  proper  approach  to  implementing  a program  of  promotional 
activities  designed  to  achieve  market  expansion  depends  largely  upon  the  degree  to 
which  the  product  in  question  has  received  prior  consumer  acceptance.  The  appeal 
made  to  consumers  who  are  unaware  of  a product  would  likely  be  different  from  the 
appeal  mads  to  consumers  who  are  frequent  users.  Still  another  approach  may  be 

3F.L.  Thomsen,  Agricultural  Morketlne  (New  York:  McGraw-Hill,  19Sl),p.241 . 

*G.S.  Shepherd,  Marketing  Farm  Products  (Ames,  Iowa:  The  Iowa  State  College 
Press,  1949),  p . 414. 


desirable  In  Instances  where  the  population  is  found  to  be  aware  of  a product  but  uses 
It  Infrequently.  Such  matters  must  be  determined,  therefore.  In  order  to  achieve  a 
reasonable  amount  of  efficiency  with  respect  to  the  resources  expendod  for  promotional 


The  purpose  of  this  study  is  to  provide  information  con  corning  the  extant  to 
which  avocados  (re  used  and  those  major  factors  which  appear  related  to  consumer 
use  patterns.  To  this  end,  data  were  obtained  from  a consumer  survey  in  which  a 

and  opinions  about  avocados.  The  study  is  desipied  to  determine  whether  significant 
differences  exist  among  vtrlous  segments  of  the  population  with  respect  to  these  uses, 
opinions,  and  levels  of  awareness.  To  this  end,  the  sample  population  Is  divided  into 
segments  by  family  Income,  race,  educational  level,  occupation,  age,  and  size  of 
family. 

The  following  ere  some  of  the  major  factors  with  which  these  differences  are 
correlated  and  analyzed: 

1.  Level  of  familiarity  with  avocados. 

2.  Frequency  of  use  end  general  methods  of  use. 

3.  Conditions  surrounding  Iho  purchase  of  avocados. 

4.  Conditions  leading  to  initial  use  of  avocados. 

5.  Opinions  regarding  avocados. 

6.  Preferences  with  respect  to  certain  quality  features. 

In  addition  to  the  primary  study  objectives,  the  Information  presented  may  be 
useful  In  facilitating  future  research  designed  to  confirm  or  to  modify  the  findings  of 


this  study  and 


line  other  marketing  problems  faced  by  the  Florida  < 


industry.  Information  of  a subjective  nature,  such  as  the  opinions  and  preferences 
of  cons  oners  relating  to  the  appearance,  the  detyee  of  firmness,  and  the  shape  of 
avocados,  may  be  helpful  In  evaluating  the  need  far  research  designed  to  ascertain 
the  economic  significance  which  consumers  attach  to  quality  differences  In  avocados. 
The  economic  significance  of  quality  differences  Is  of  considerable  concern  to  the 
avocado  industry  since  It  Is  presently  engaged  in  a program  designed  to  restrict  the 
shipment  of  avocados  on  the  basis  of  grades  and  sizes. 

There  are,  perhaps,  other  segments  of  agriculture  which  are  faced  with 
marketing  problems  similar  to  those  of  the  avocado  Industry.  Although  the  findings 
of  this  study  have  pvticular  reference  to  avocados,  same  of  them  may  have  Impli- 
cations with  respect  to  the  problems  involved  In  marketing  other  agricultural  com- 
modities, particularly  those  of  a specialty  nature.® 

Past  and  Present  Research 

Prior  to  the  beginning  date  of  this  study,  there  existed  vary  little  research 
designed  to  provide  Information  concerning  consumers'  knowledge  <md  opinions 
about  avocados,  and  the  manner  and  extent  of  their  use.  The  only  known  source  of 
such  Information  consisted  of  a brief  opinion  and  brand  identification  survey  conducted 
by  the  research  department  of  Parents  Magazine  and  published  In  September,  1953.® 

®The  term  specialty  product,  as  used  here,  refers  to  an  agricultural  commodity 
which  constitutes  a relatively  small  proportion  of  the  total  food  consumed 

®Thls  report  was  published  by  Barents  Magazine  and  Family  Home 
Diversey  Ave.,  Chicago,  Illinois. 
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In  September,  1957,  the  United  States  Deportment  of  Agriculture  released  a 
preliminary  summary  report  which  pertained  to  the  appraisal  of  various  fruits  by  home- 
makers.^ From  a mare  extensive  study.  It  delineated  some  of  the  major  findings  relating 
to  homemakers'  use  of  and  attitudes  toward  fresh  and  processed  citrus  products,  and 
toward  avocados,  dates,  and  raisins.  This  report  was  based  on  a consumer  survey. 

The  sample,  selected  by  area  probability  techniques,  was  assumed  to  be  representative 
of  all  households  In  the  United  States. 

Some  of  the  major  observations  pertaining  to  avocados  included  in  this  report 
are:  (o)  avocados  apparently  are  not  widely  used  in  the  United  States  since  only  25 
percent  of  the  homemcdcers  interviewed  said  they  had  used  avocados  In  the  past  year 
and  13  percent  said  they  had  never  heard  of  them,  (b)  the  rote  at  which  avocados  are 
purchased  by  those  who  know  about  and  use  them  appears  to  be  dependent  primarily 
upon  considerations  of  taste,  and  (c)  Infrequent  use  by  those  who  know  about  avocados 
appears  also  associated  with  a lack  of  familiarity  with  this  fruit. 


Importance  In  relotion  to  Florida  ojiculture 

The  first  avocados  grown  commercially  In  the  Utltad  States  were  produced  In 
Florida.  Since  around  1900  when  the  first  commercial  crop  was  grown,  production  has 
increased  to  the  point  that  during  the  1956-57  season  almost  10,000  tons  were  marketed. 
At  present  there  are  about  450  commercial  avocado  groves  in  the  state  containing  a total 


'United  States  Deportment  of  Agriculture,  Agriculture 
uAert^ppt^M^Gfrte.frwIucts.  ^vocai^os,  Dates  and  Ro 


Marketing  Service, 


of  11,000 


Increased  sleodiiy  during  tho  period  19X4-56  (Toblo  1).  In  19X4,  only  1,600  tons  weri 
marketed  at  com  par  od  lo  almost  14,000  tans  in  1955.  The  average  annual  Increase  In 
volume  of  avocados  marketed  from  Florida  during  this  period  was  about  1,400  tons. 


production  In  Florida  to  increase  further  over  the  present  rate  about  four-fold  during 
the  next  four  or  five  years.  Under  these  conditions  the  avocado  enterprise  will  repre- 
sent a more  sipniflcant  sequent  of  the  state's  agriculture  and  the  marketing  problems 
facing  powers  and  shippers  will  become  substantially  peater. 


TABLE  1 . — Seasonal  volume  of  avocados  marketed 
from  Florida  1946-56 


1946- 47 

1947- 48 

1948- 49 

1949- 50 

1950- 51 

1951- 52 

1952- 53 

1953- 54 

1954- 55 

1955- 56 

1956- 57 


1,600 

2,300 

3,100 

5,000 

5.500 

6.500 
8,700 

10,600 

11,300 

13,900 

9,900 


Sources  Aplculturol  Statistics,  1955, 
United  States  Department  of  Aplcultae  (Govern- 
ment  minting  Office,  Washington:  1957)  and 
Annual  Report  1956-57  Season,  Avocado  Admlnls- 
tratlve  Committee,  Homestead,  Florida. 


Production  orec  qnd  marketing  period 


The  combination  of  climatic  conditions  and  toll  typos  considered  most  conducive 
to  the  commercial  production  of  avocodos  Is  found  almost  exclusively  In  the  extreme 
southern  port  of  the  state.  Approximately  95  percent  of  the  total  crop  Is  currently 
produced  In  Dade  County.  Substantially  all  of  the  commercial  production  Is  south  of 
Ormge  County  (Flgixe  1), 

Avocados  produced  In  Florida,  California,  and  Cuba  constitute  practically 
the  entire  United  States'  supply.  During  the  1956*57  season,  Florida  shipped  33  per- 
cent of  the  total  supply  of  avocados  marketed  In  the  United  States  (Table  2).  In  the 
some  period,  California  merketed  53  percent  and  Cuba  14  percent. 

TABLE  2.-- Amount  of  avocados  marketed  In  the  United  States  by  place  of  origin 
1956-57  soasen 
(55  lb.  bushel  equivalents) 


Growing  Marketing 

Area  Period 


California  April  7 - March  31 
Florida  June  30  - March  31 

Cuba  June  23  - Sept.  22 

Total 


575,500  52.55  61.46 

360,927  32.95  38.54 

158.819  14.50 ... 

1,095,246  100.00  100.00 


Source:  Annual  Report.  1956-57  Season.  Avocado  Administrative  Committee, 
Homestead,  Florida. 


Fig.  1 .--Avocado  production  areas  in  Florida  by  counties  aid  their  percentage 
contributions  to  the  total  (crop  year  1954).  Counties  producing  less  than  5,000  pounds 
ore  not  shown . 


Californio  avocados  me  markotsd  the  year  round  while  the  marketing  season 
for  Florida  and  Cuba  avocados  Is  relatively  limited,  tactically  no  avocados  ore 
shipped  from  Florida  during  the  months  of  April,  May,  and  June.  However,  these 
months  constitute  the  peak  mmketlng  season  for  avocodos  produced  In  California.^ 
Cuba  shipments  ere  generally  made  only  during  the  four  summer  months  of  June,  July, 
August,  and  September. 

“The  avocado  marketing  seasons  in  terms  of  bushels  marketed  by  months  and 
place  of  origin  will  be  discussed  in  Chapter  II. 


CHAPTER 


RESEARCH  PROCEDURE 

The  Population  Sampled 

The  population  from  which  the  study  sample  was  selected  consisted  of  a total 
of  2,226  city  blocks  located  In  fifty-four  census  tracts  in  the  city  of  Dayton,  Ohio. 
This  city  had  a population  of  about  250,000  in  1950.  Only  the  twenty-six  census 
tracts  meeting  the  specifications  of  the  following  three  Income  croups  were  included 
In  the  population  sampled: 

Low  income  --  the  average  value  of  dwelling  less  than  $6,200 
and/or  contract  monthly  rent  less  than  $35.00. 

Medium  income  — the  average  value  of  dwelling  between  $8,500 
and  $10, 500  and/or  contract  monthly  rent  between 
$45.00  and  $50.00. 

High  income  — the  average  value  of  dwelling  over  $12,500 
and/or  contract  monthly  rent  over  $50.00. 

Within  these  three  groups  of  census  tracts  only  the  789  city  blocks  which  met 
the  above  inccme  specifications  were  included  in  the  population  son  pled. 

Only  one  city  was  included  in  the  over-all  population  because  of  limited 
resources  available  for  this  study.  No  city  blocks  except  those  meeting  the  above 
specifications  were  included  In  the  population  from  which  the  study  sample  of  house- 
holds was  selected.  This  procedure  was  used  in  order  to  obtain  a sample  of  consumers 
of  three  distinct  Income  groups. 

In  general,  a two-stage,  stratified  area  probability  sampling  plan  was  used  In 
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selecting  sample  households.  The  three  Income  groups  were  considered  as  three 
primary  strata  for  grouping  the  eligible  city  blocks  os  specified  above.  Hie  first 
stage  of  the  sample  consisted  of  eligible  city  blocks  within  eligible  census  tracts 
selected  with  equal  probability  within  each  stratum. 

The  second  sampling  stage  Included  all  the  households  within  the  sample 
blocks  not  exceeding  thirty  dwelling  units  each.  Partial  blocks  selected  at  random 
in  the  larger  blocks  were  also  a part  of  the  second  sampling  stage  and  all  households 
within  these  partial  blocks  comprised  a third  stage.  A three  call-back  rule  was  used 


Criteria  used  In  selection  of  population 

Of  major  Importance  in  this  study  was  the  selection  of  a sample  of  consumers 
in  the  midwestern  or  northeastern  part  of  the  country  since  these  areas  contain  most  of 
the  major  markets  for  Florida  fruit  and  vegetable  crops.  Consequently,  an  Initial  phase 
of  the  research  effort  consisted  of  finding  a market  area  regarded  as  generally  repre- 
sentative of  the  northern  market  areas  of  the  United  States.  It  diould  be  recognized, 
however,  that  no  one  city  can  be  considered  as  strictly  representative  of  any  other 
city  or  cities. 

The  major  criteria  considered  In  the  location  of  a representative  market  ware 
the  existence  of  a vaTety  of  Industries,  the  existence  of  various  Income  fyoups  of 
sufficient  size  far  study,  and  the  distribution  of  the  total  population  of  the  czaa  with 
respect  to  race  or  cncestry.  Information  from  various  market  guides  was  used  In  locating 
market  areas  with  a sufficient  number  and  variety  of  Industries .'  The  United  Slates 

I The  principal  publication  used  far  this  purpose  was  Editor  and  Publisher  Market 
Guide  (Chicago:  The  Chicago  Tribute,  1955). 
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Camus  of  Housing  was  used  to  compare  several  northern  cities  with  respect  to  the 
other  variables  considered.^ 

In  addition,  on  effort  was  mode  to  select  a representative  market  area  with 
respect  to  the  per  capita  consumption  of  avocados.  For  this  purpose  an  exanlnatlon 
was  mode  of  research  data  of  the  Ftrmor  Cooperative  Service,  Uiited  States  Depart- 
ment of  Agriculture.  Concurrent  with  the  Initiation  of  this  study  of  avocado  marketing 
from  the  standpoint  of  the  consumer,  the  Former  Cooperative  Service  was  conducting 
a study  concerning  avocado  market  organization  and  practices.  This  research  effort 
consisted  In  pert  of  Ihe  collection  of  Information  from  avocado  drippers  In  Florida 
pertaining  to  Ihe  amount  and  destinations  of  avocado  shipments  for  the  1953-54 
through  the  1955-56  seasons.  An  effort  was  mode  to  use  these  data  to  determine  the  per 


approximations  of  par  capita  consumption  rates  based  an  these  data  were  of  limited 
value  because  of  the  difficulties  Involved  In  establishing  the  areas  served  by  terminal 
markets  and  because  of  a lack  of  Information  regarding  shipments  between  markets. 

As  a result,  an  alternative  method  was  used  lor  estimating  the  per  capita  consumption 
of  avocados  In  vcelous  market  areas.  Compilations  were  obtained  from  a large  midwest 
retail  grocery  chain  pertaining  to  the  total  shipments  of  avocados  received  in  various 
cities  and  Ihe  number  of  retail  stores  located  In  each  of  these  market  creas.3  By 
using  stare  traffic  Information  obtained  In  other  studies,  it  was  possible  to  estimate 
the  number  of  families  served  by  each  retail  store  and  thus  to  approximate  the  per 

*U.  S.  Bureau  of  the  Census,  Uilted  States  Census  of  Housing!  1950. 

^The  Kroger  Company,  Cincinnati,  Ohio. 


Thirty  northeastern  and  mldwestern  market  < 


The  area  finally  lelacted  far  the  itudy  was  Dayton,  Ohio.  After  the  market  a-ea  was 
chosen,  a visit  was  made  In  order  to  verify  the  secondary  data  that  had  been  used  In 
making  the  selection. 

Description  of  universe  sanpled 

The  city  of  Dayton,  Ohio,  has  o population  of  about  250,000  of  which  14  per- 
cent is  nonwhite,  has  widely  varying  Incomes,  and  Is  supported  culturally  by  the 
University  of  Dayton  and  Sinclair  College. 

The  occupational  organization  of  this  city  exemplifies  an  area  of  much 
Industrial  activity.  In  1955,  over  57,000  wage  earners  were  employed  in  the  manu- 
facture of  machinery  (Table  3).  An  additional  10,000  were  employed  in  the  manufac- 
ture of  transportation  equipment. 

TABLE  3.— Types  of  industries  and  number  of  wage 
earners  In  Dayton,  Ohio,  1955 

Type  of  Industry  Number  of  Wage  Earners 

Machinery 41,556 

Electrical  machinery 15,450 

Transportation  equipment 9,640 

Minting  and  publishing 8,400 

Source:  Editor  and  Publisher  Market  Guide 
(Chicago:  The  Chicago  Tribune,  1955). 


''From  unpublished  data.  Department  of  Agricultural  Economics,  University  of 
Florida,  concerning  retail  store  customer  counts  made  in  connection  with  Florida 
Agricultural  Experiment  Station  projects  664  and  519. 


IS 


A non  manufacturing  but  Importeeit  source  of  employment  and  income  Is 
WHght-Potterson  Air  Force  Base,  which  Is  located  In  o suburban  area  of  Hie  city. 
It  is  estimated  that  this  Installation  employs  about  31,000  workers. 


Method  of  stratification 


The  1950  Block  Census  of  Housing  for  the  city  of  Dayton  was  Hie  primary 
source  of  Information  utilized  In  selecting  a probability  sample  of  households.5 6  The 
Block  Census  of  Housing  shows  Hie  characteristics  of  dwelling  units  by  occupancy  aid 
tenure,  condition  and  plumbing  facilities,  number  aid  race  of  occupants,  contract 
monthly  rent,  and  value  of  dwelling. ^ From  this  InformoHon,  the  Important  listings 
utilized  for  purposes  of  sample  selection  were:  (a)  total  number  of  households,  (b) 
percent  of  households  renter  and  owner  occupied,  (e)  percent  of  households  occupied 
by  white  and  nonwhile  families,  (d)  average  monthly  rental,  and  (e)  average  value  of 
dwellings. 

The  data  presented  In  the  Block  Census  of  Housing  ore  given  In  terms  of  city 
blocks  ond  are  summarized  by  census  tracts.  The  valatlan  In  the  number  of  city  blocks 
included  in  any  census  tract  depends  upon  the  homogeneity  of  block  characteristics 

51he  sample  was  designed  with  Hie  assistance  of  officials  of  Hie  Agricultural 
Research  Service,  United  Stoles  Department  of  Agriculture,  Washington,  D.  C. 

*A  probability  sample  Is  defined  as  one  In  which  each  element  in  Hie  population 
has  a chance  of  being  selected  ond  In  which  Hie  probability  of  selection  Is  known. 

''These  data  are  complied  every  10  years  for  those  cities  in  the  United  States 
having  a population  of  50,000  persons  or  more. 


Mire  I III  of  tracts,  Hie  population  of  Intersil  was  stratified  by 


three  Income  aeas-Hifgh,  medium,  and  low.  The  requirements  for  an  Individual 
Income  stratum  were  arbitrarily  specified  so  that  hamemdcas  of  three  distinct  family 
Income  classifications  would  be  Interviewed. 

As  previously  pointed  out.  Hie  criteria  used  to  identify  an  Individual  income 
group  wore  average  value  of  dwelling  aid  contract  monthly  rent.'  The  rental  and 
value  of  dwelling  figures  utilized  fa  the  purpose  of  Identifying  Income  strata  wore  not 
of  a continuous  nature.  Fa  example,  an  interval  of  $10.00  existed  between  the  maxfmun 
rental  figure  fa  the  low  Income  stratum  and  the  minimum  rental  figure  for  the  medium 
Income  stratum.  Intervals  wae  also  established  between  the  minimum  and  maximum 
value  of  dwelling  figures.  This  procedure  aided  In  the  Identification  of  three  distinct 
Income  groups  by  minimizing  the  overlapping  effect  of  Individual  households  foiling 
Into  the  Improper  income  stratum. 

In  determining  Hie  census  tracts  which  met  Hie  stratum  specifications  established 
for  the  study,  rent  was  used  when  ova  50  percent  of  the  dwellings  were  rented  and 
value  of  dwelling  was  employed  when  ova  50  pa  cent  of  the  dwellings  wae  owner- 
occupied.  Those  census  tracts  which  did  not  meet  Hie  stratum  specifications  of  the 
study  wae  eliminated  from  Hie  (youp  and  thus  were  no  longa  considered  fa  Hie  sample.'® 

®See  Appendix  A fa  a list  of  census  tracts  and  related  information  for  Hie  city  of 
Dayton,  Ohio. 

’See  page  II. 

'®Fa  a list  of  Hie  remaining  census  tracts  and  related  Information,  see 
Appendix  B. 


The  location  of  the 


shown  In  Figure  2. 

After  the  census  tracts  to  be  used  for  sampling  purposes  were  established  with 
finality,  on  Index  file  card  was  prepared  for  each  city  block  within  the  selected  tracts. 
This  card  contained  the  following  Information:  total  number  of  households,  number  of 
households  owner  ond  renter  occupied,  contract  monthly  rental,  and  value  of  dwelling. 
This  information  was  used  for  the  elimination  of  city  blocks  within  the  selected  census 
tracts  and  for  the  final  selection  of  blocks  to  be  included  in  the  sample. 

The  selection  of  sample  blocks 

The  rental  and  value  of  dwelling  data  pertaining  to  o census  tract  are  an  average 
of  the  corresponding  figures  for  all  city  blocks  within  thot  tract.  Therefore,  within  the 
selected  census  tracts  there  remained  same  city  blocks  which  failed  to  meet  the  rental 
and  value  of  dwelling  specifications  on  which  the  tract  Itself  was  selected.  These 
blocks  were  also  eliminated  from  the  sample.^  Mechenlcaily,  blocks  were  eliminated 
by  removing  all  Index  cards  representing  those  which  exceeded  the  sample  specifications. 
The  remaining  cards,  representing  city  blocks  meeting  the  sample  requirements,  were 
mxnbered  consecutively  and  Independently  by  Income  strata  so  that  they  could  be 
identified  for  purposes  of  sample  selection.  As  a result  of  the  tract  and  block  elimination 
procedure,  there  remained  only  those  city  blocks  which  mat  the  sample  requirements 


< I An  examination  of  columns  5 and  6 of  Appendix  B will  disclose  the  number 
of  households  eliminated  from  consideration  by  this  procedure. 
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Soma  of  Iha  Information  obtained  In 


rvey  pertained  specifically  to  the 


last  purchase  of  avocados.  To  minimize  the  effects  of  memory  bios,  questions  related 
to  the  last  purchase  were  asked  only  of  those  homemakers  who  hod  served  avocados  at 
home  during  the  month  prior  to  the  Interview.  It  was  estimated  that  the  Incidence  of 
recent  use  among  oil  homemakers  interviewed  would  be  5 percent.  Based  on  this 
assumption  a total  of  2,000  interviews  would  be  required  to  yield  100  Interview  from 
recent  users,  lhls  number  of  Interview  from  recent  users  was  considered  the  minimum 
for  purposes  of  analysis.  Therefore,  the  sampling  fractions  employed  were  desired  to 
accommodate  a total  of  2,000  Interview.^ 


The  first  subsample  was  desipted,  however,  to  accommodate  a total  of  1,500 
Interview.  This  procedure  allowed  considerable  flexibility  in  obtaining  a sufficient 
number  of  interview  fran  recent  users,  if  it  had  become  apparent  that  an  insufficient 
number  of  recant  users  were  being  contacted  In  the  first  subsanple,  subsequent  sub- 
samples  could  have  been  designed  to  increase  the  sampling  rote  In  an  Income  group 


minimum  number  of  observations  for  purposes  of  analysis  was  defined  on 
the  basis  of  the  expected  nature  of  the  classifications  Involved  In  analyzing  the  data. 
For  example.  If  the  Incidence  of  recent  use  wore  evenly  distributed  among  the  three 
sample  strata,  one  classification  would  nrxlde  about  thirty  Interviews  from  eoch 
income  group.  This  number  of  Interview  was  considered  the  minimum  from  which 
Inferences  could  be  made  regarding  the  relationship  between  family  Income  and  recent 
use  experience  with  avocados. 


Recent  use  experience  was,  therefore,  a major  determinant  in  the  total  sompli 
size.  However,  the  over-all  analysis  to  be  mode  was  also  considered  In  determining 
the  somple  size.  It  was  anticipated  that  the  examination  of  the  data  would  consist 
Icrgely  of  two-way  tabular  analyses  with  attribute  dato  classifications  of  both  the 
Tables.  Two  thousand  Interview  were  thought  to 
ei  adequate  distribution  among  cells  In  most  instant 


i highest.  An  early  analysis  made  while  the 


field  work  was  being  conducted  revealed,  however,  that  the  recent  use  of  avocados 
was  rather  equally  distributed  among  the  three  income  strata.  Thus,  successive  sub- 
sampling procedures  with  respect  to  the  sampling  fraction  employed  were  the  same  far 
all  three  strata. 

It  was  intended  that  the  sample  be  approximately  equally  distributed  among  the 
three  income  jyoups.  As  a result  of  tha  tract  and  block  elimination  procedures,  there 
remained  approximately  8,000  households  in  each  inccmeslratum.  Thus,  the  procedure 
used  In  the  selection  of  city  blocks  to  be  included  in  the  entire  sample  was  the  same 
for  all  three  income  groups.  Individual  households  were  selected  In  a qualified  random 
manner  inasmuch  as  complete  city  blocks  were  randomly  selected.^ 

In  the  selection  of  blocks  for  the  first  subeample,  the  following  should  be  noted: 

1.  Desired  number  of  interviews  to  be  obtained  in  all  three  strata.  1,500 

2.  Total  number  of  households  In  each  income  stratum:  . 

High  Income  8,22414 

Medium  income  8,039 
Low  income  8, 280 


'3 With  a given  sample  size,  the  sanpllng  error  will  usually  be  greater  in  cluster 
sanpling  than  In  simple  random  sampling.  However,  simple  random  sampling  Involves  a 
muds  wider  geographic  spread  of  elementary  units  and  its  cost  may  be  considerably 
greater  (travel  and  supervisory  costs  may  be  greater).  Since  the  cost  per  elementary 
unit  Is  less  In  cluster  sampling,  a larger  sample  can  be  obtained  with  the  same  total 
expenditure.  Therefore,  the  di sad  voltages  of  cluster  sampling,  as  applied  to  the 
increased  sampling  error,  tend  to  bo  offset  by  the  Increased  sample  size. 

For  formulas  showing  that  the  clustering  of  elementary  units  usually  increases 
the  sampling  error,  see  M.H.  Hansen,  W.N.  Hirwitz,  and  W.G.  Modow,  Sample 
Survey  Methods  and  Theory,  Vol.  I:  Methods  and  Applications  (New  York:  John 
Wiley  and  Sons,  Inc., 1953),  p.  259. 

*4See  Appendix  B. 


3.  Desired  mmtber  of  Interviews  to  be  obtained  In  each  Inca 
stratum: 

4.  Expected  proportion  of  households  from  which  Interviews 
could  not  be  obtained  due  to  refusals  and  "awayi."  15 

In  order  to  obtain  Ihe  desired  number  of  interviews,  the  sampling  fraction  was 
determined  by  the  formula  F • c 

where  c Is  a constant  to  accommodate  the  expected  20  percent 
refusals  and  "aways" 

n is  the  desired  number  of  Interviews  to  be  obtained  from 

N is  the  total  number  of  households  In  each  income  stratum. 

Substituting  for  the  high  income  stratum:  1.25  • 500  = 1/13. 

8,224 

Since  each  stratum  contained  an  approximately  equal  number  of  households,  Ihe 
resulting  sampling  fraction  for  all  was  one-thirteenth.  Hence,  for  the  flist  subsample, 

Special  proeedixes  were  employed  to  assure  an  equal  geographic  distribution 
of  blocks  so  as  to  avoid  the  over  re  presentation  of  any  one  section  of  on  individual 
income  stratum.  In  accordance  with  the  sampling  fraction,  the  entire  number  of  blocks 
in  each  stratum  was  divided  into  groups  of  thirteen.* **  One  block  was  selected  from 
each  array  of  thirteen  on  the  basis  of  a random  number  selected  independently  far  each 
group.  In  order  to  show  the  intensity  with  which  city  blocks  were  sampled  within 

'®For  purposes  of  this  study  an  “away"  was  defined  as  a household  In  which 
three  unsuccessful  attempts  were  mode  to  obtain  an  interview.  Enumerators  were 
Instructed  to  wait  at  least  one-half  day  before  making  call-backs  mid,  where  feasible, 
to  alternate  colls  between  the  morning  and  the  afternoon. 

**See  Appendix  C. 


traeti,  the  blocks  moating  the  sanple  specifications  and  the  blocks  ultimately 


selected  for  the  sample  within  a representative  tract  are  shown  In  Figure  3* 

An  analysis  of  the  Black  Census  data  far  Dayton  revealed  that  the  average 
number  of  households  per  census  block  was  approximately  thirty.^  In  order  that  no 
one  city  block  be  over  represented  In  the  smnple,  no  more  than  thirty  Interviews  were 
obtained  In  any  one  black.  Special  procedures  were  used  to  sefynent  for  sanpllng 
purposes  those  blocks  which  contained  more  than  thirty  households.  Blocks  containing 
more  thim  thirty  households  but  less  than  slxty-cne  were  divided  equally)  those  con- 
taining at  least  slxty-one  but  less  than  ninety-one  were  divided  equally  Into  three  parts. 
Similar  divisions  were  made  for  blocks  containing  lerger  numbers  of  households. 

The  manner  In  which  blocks  were  divided  was  a matter  of  |udpynent.  Insofar 
as  passible,  they  were  divided  Into  homogeneous  groups.  The  group  of  households 
selected  for  the  sample  within  each  divided  block  was  obtained  by  random  selection, 
that  Is,  each  youp  was  assigned  a number  and  the  selection  was  made  from  a table 
of  random  numbers . 


Disposition  of  total  sample 

The  desired  number  of  interviews  was  obtained  os  a result  of  taking  fair  sub- 
son  pies.  The  first  subeanple  was  deslpiod  to  accomodate  1, 500  Interviews.  The 
sampling  fraction,  one  block  out  of  thirteen,  was  based  an  the  assumption  that  Inter- 
views would  not  be  obtained  ham  20  percent  of  the  households  contacted.  The  second 
subsonple,  with  a sanpllng  fraction  of  one  block  out  of  forty,  was  designed  to  accommc 


' 7Sinee  this  information  was  obtained  from  the  1950  Block  Census  of  Housing,  all 
city  blocks  Included  In  the  sample  were  Inspected  to  determine  whether  ony  major  changes 
had  occurred  since  1950. 


24 

500  Interviews.  It  wa>  alia  bated  on  the  assumption  that  Interview  would  be  obtained 
from  80  percent  of  the  households  contacted. 

The  first  and  second  subsrsnples  would  have  yielded  a sufficient  number  of 
interview  had  net  the  proportion  of  'refusals"  and  “aways"  exceeded  20  percent. 
However,  the  percentage  of  homemakers  who  refused  to  be  Interviewed  and  who  could 
not  be  feasibly  contacted  proved  to  be  higher  then  expected.  This  proportion  (mounted 
to  about  40  percent  of  all  the  households  contacted  In  the  survey  (Table  4).'® 

TABLE  4.  —Disposition  of  total  simple  with  respect  to  completed 
questionnaires,  refusals,  and  "aways." 


Disposition  Number  Percent 

Completed  1,738  58.11 

■Away"  451  15.08 

Refusals  802 26.81 

Total  2,991  100.00 


It  was  necessary,  therefore,  to  initiate  two  additional  subsamples  with  sampling 
fractions  of  one  block  out  of  200  and  one  block  out  of  400,  respectively. 

As  a result  of  the  four  subsamples,  1,738  Interview  ware  obtained.  Of 
this  number,  103  were  Interview  from  homemakers  who  had  had  recent  use  experience 
with  avocodas.  Since  recent  use  experience  was  a major  datermlnait  of  the  total 


1 ®The  high  proportion  of  refusals  was  probably  due,  in  part,  to  the  f 
ha  field  work  extended  Into  the  Christmas  holiday  season.  Also, same  of  the 
tad  had  no  interviewing  experience  prior  to  this  study.  The  high  refusal  rote 
lelract  from  the  representativeness  of  the  population  sampled  since  the  Infon 
ibtained  refers  only  to  those  homemakers  who  were  willing  to  be  Interviewee 


Method  of  Obtaining  Data 


The  questionnaire19 

When  obtaining  information  by  personal  Interview,  considerable  attention 
must  be  given  to  the  matner  in  which  questions  are  worded.  Substantial  response 
bias  is  likely  to  be  encountered  unless  the  questions  are  constructed  so  that  their 
meaning  Is  the  same  to  all  respondents.^  It  Is  necessay  also  that  the  questions  be 
constructed  so  that  their  Interpretation  by  respondents  Is  in  conformance  with  the  actual 
Intention  of  the  question.  In  an  effort  to  minimize  the  response  bias  in  connection  with 
the  schedule  used  In  this  study,  both  the  warding  of  questions  and  their  sequential 


iment  within  the  questionnaire  were  matters  which  received  much  atta 
was  also  obtained  from  specialists  in  questionnaire  construction.^ 
The  questionnaire  employer 


makers  the  extent  to  which  consumers  are  famillcr  with  avocados  and  the  manner  and 
extent  of  their  use.  if  was  expected  that  the  familiarity  and  use  experience  with 
avocados  would  vary  greatly  anong  the  homemakers  interviewed,  that  Is,  some  would 
be  totally  unfamiliar  with  them,  some  would  be  ftxnlliar  with  them  although  nonusers, 
seme  would  be  infrequent  users,  and  same  would  be  frequent  users.  To  accommodate 


m with  this  study  Is  shown  In 


Is  being  measured  and  the  expected  « 

W.  N . Hurwltz,  and  W.G . Modow,  So. 
and  Applications  (New  York:  John'W 

^Division  of  Special  Surveys,  United  States  Department  of  Apiculture, 
Washington,  D.  C. 


; of  familiarity  . 


designed  specifically  far  each  Identifiable  group.  Some  questions  ware  also  Included 
for  all  respondents  who  were  fdmllior  with  avocados,  regardless  of  the  extent  to  which 
they  had  used  them.  The  average  length  of  time  required  for  an  interview  depended, 
however,  upon  the  extent  to  which  avocados  hod  been  used  In  the  home.  Vrhere  the 
respondent  was  totally  unfanlllar  with  avocados,  questioning  was  restricted  to  Infor- 
mation about  the  characteristics  of  the  family.  The  most  intensive  questioning  was  to 
those  homemakers  who  had  purchased  avocados  during  the  month  prior  to  the  interview.22 

The  questionnaire  was  not  of  the  preceded  type.  Preceding  did  not  appetz 
feasible  since  extensive  use  was  made  of  open-end  questions.  It  was  necessary  to 
make  frequent  use  of  this  type  question  since  the  desired  information  to  be  obtained 
from  respondents  consisted,  in  part,  of  various  opinions  about  and  preferences  far 
avocados. 


Selecting  end  training  enumerators 

During  Ihe  period  November  5 - 9,  1956,  thirty-five  women  were  interviewed 
and  considered  for  employment  <m  enumerators.  A list  of  applicants  was  obtained  from 
the  Dayton  branch  office  of  the  Ohio  Employment  Service  and  the  Montgomery  County 
(Ohio)  School  Board.22  Fourteen  women  were  ultimately  employed,  six  of  whom  were 
recommended  by  the  school  board.  The  remaining  eight  ware  obtained  through  the 


22The  overage  length  of  time  required  for  interviews  from  respondents  of  various 
levels  of  familiarity  with  avocados  Is  shown  In  Appendix  H. 

23 The  Montgomery  Countv  School  Board  utilizes  a number  of  part-time  enumer- 
ators In  order  to  obtain  an  annual  census  of  potential  school  age  children  far  the  purpose 
of  attempting  to  allocate  existing  and  futire  resources  mare  efficiently. 
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Since  accuracy  and  skill  rather  then  spead  were  of  primary  concern,  enu- 
merators ware  employed  at  a stipulated  salary  rate  of  $2.00  per  hour.^*  The  salary 
rate  was  Intentionally  set  above  the  average  wage  for  women  In  the  Dayton  area  in 
order  to  attract  the  best  qualified  and  mast  competent  personnel.  Two  nonwhite 
enumerators  ware  employed  to  obtain  schedules  in  those  areas  of  predominantly  non- 

had  prior  interviewing  experience. 

Before  the  actual  Interviewing  began,  enumerators  attended  a one-day 
training  school.  In  order  to  facilitate  the  instruction,  ooch  enumerator  was  furnished 
prior  to  the  training  school  capias  of  the  survey  questionnaire,  a brochure  concerning 
the  technique  of  interviewing,  and  same  general  information  about  avocados.^  For 
their  attendance  at  the  training  school,  they  were  paid  the  full  salary  rale. 

The  training  school  consisted  of  o general  faniliorlzaticn  with  the  study  pro- 
cedures and  objectives.  Also  included  was  an  item-by-item  examination  and  expla- 
nation of  the  survey  questionnaire.  It  was  planned  that  a second  training  school 
would  be  held  after  the  interviewing  began  if  the  amount  of  difficulty  encountered 
by  enumerators  was  excessive.  A careful  examination  of  returns  during  the  first  few 
days  of  interviewing  indicated,  however,  that  this  was  unnecessary  mtd  enumerators 
were  instructed  individually  as  the  need  arose.  Throughout  the  study  questionnaires 
were  collected  daily  and  checked  for  discrepancies.  Those  containing  discrepancies 


sr  the  following  day  for  review  ar 


^The  average  cost  per  completed  questionnaire  was  $1.39. 
2%or  a copy  of  this  brochure  see  Appendix  £. 


based  on  the  block  location  In  rotation  to  tho 


r'i  plaeo  of 


residence.  Each  block  was  Idontlflod  separately  by  block  and  comm  tract  number, 
city  quadrant,  ond  boundaries  In  terms  of  street  names.26  A form  was  also  furnished 
In  order  for  the  enumerator  to  maintain  an  accurate  record  of  process  with  respect  to 
each  block,22 

Time  of  Study  and  Availability  of  Florida  Avocados 
The  Interviews  were  conducted  during  the  period  November  24,  1956,  through 
January  12,  1957.  Boca  use  of  the  Christmas  holiday  season,  work  was  Interrupted  from 
December  15  through  January  2.  The  study  was  timed  to  coincide  with  the  peak  nurket- 
Ing  season  for  Florida  avocodoe. 

Although  Information  pertaining  to  the  exact  anount  of  avocado  shipments  into 
the  Dayton  market  area  Is  not  available,  the  proportion  of  the  United  States  avocado 
supply  by  months  and  producing  areas  is  shown  In  Figure  4.  The  peak  marketing 
season  for  Florida  avocados  occurs  during  the  three  months  of  Novembsr,  December, 
and  January. 


After  all  the  intervl 
to  detect  any  Inconsistent  c 


"See  Appendix  F for  an 


:k  identification  cc 


'See  Appendix  G for  an  example  of  a block  record  form. 


of  Bushels 


'A  Florida 
3 Cuba 
3 California 


Apr.  May  June  July  Aug.  Sept.  Oct.  Nov.  Dec.  Jan.  Feb.  Mar. 
Fig.  4. — froduction  of  avocados,  1956-57  season,  by  months 


Source:  Annual  Report  1956-57  season.  Avocado  Administrative 


Subsequently,  all  responses  from  usable  questionnaires 


miner i cal  coda  since  it  was  planned  to  employ  machine  methods  in  the  tabulation 
procedure.  Some  of  the  questions  asked  respondents  resulted  in  multiple  answers. 

Far  example,  a respondent  might  readily  give  a multiple  aiswer  to  the  following 
question:  'Would  you  name  the  different  ways  In  which  avocados  ore  served  In  your 
home?*  In  such  Instances,  only  the  first  response  was  coded. This  procedure  was 
employed  since  an  aggregate  ranking  based  on  first  order  responses  alone  indicates, 
as  In  the  example  cited,  the  most  general  way  in  which  avocados  ore  served  In  the 

The  analysis  consists  of  on  effort  to  describe  consumers*  knowledge  of  and 
opinions  about  avocados,  and  the  manner  and  extant  of  their  use.  Further,  extensive 
investigations  were  made  In  order  to  determine  whether  significant  variations  exist 
among  sepnents  of  the  population  with  respect  to  these  opinions,  uses,  and  levels  of 
awareness.  Generally,  these  data  pertaining  to  differences  among  population  groups 
are  presented  only  In  those  instances  where  important  differences  were  found  to 
exist.  Exceptions  to  this  occur,  however,  when  the  absence  of  difference  anong 
population  groups  was  considered  particularly  significant  In  relation  to  the  study 

The  data  on  which  the  discussion  is  based  are  presented  in  tabular  farm. 
Because  of  the  nature  of  the  data  and  the  ob|ect!ves  of  the  study,  extensive  use  was 
made  of  frequency  distributions.  In  most  cases,  the  number  of  observations  as  well 

^Responses  were  listed  an  questionnaire  in  order  mentioned  by  respondent. 


will  be 


able  to  judge  the  validity  of  the  inforencei  mode  From  the  staidpolnt  of  the  number 
of  obtervotlons  on  which  they  are  bated. 


CHAPTER  Hi 


CHARACTERISTICS  OF  HOUSEHOLDS  SURVEYED 

A substantial  pert  of  the  analysis  consists  of  determining  whether  significant 
differences  exist  between  population  groups  with  respect  to  consumers'  knowledge  of 
and  opinions  about  avocados,  and  the  manner  and  extent  of  their  use.  In  this  study, 
population  groups  ire  Identified  by  differences  In  faniiy  income,  race,  occupational 
status,  educational  levels,  age,  and  composition  of  family.  Hie  principal  purposes 
of  this  chapter  are:  (a)  to  show  the  representativeness  of  the  sample  employed,  and 
(b)  to  show  the  sample  distribution  with  respect  to  each  identifiable  population 
group. 

The  same  type  of  faniiy  information  was  obtained  from  each  respondent, 
regardless  of  how  much  the  homemaker  knew  about  avocados  or  the  extent  to  which 
she  hod  used  them.  Thus,  the  distribution  for  each  faniiy  characteristic  Is  based  an 
the  total  number  of  homemakers  interviewed. 

Analyses  of  the  study  data  with  respect  to  faniiy  income  and  racial  composition 
were  based  an  census  data  chaacteristlcs.  Date  pertaining  to  occupation  of  head  of 
household,  family  composition,  and  educational  level  of  homemaker  were  obtained 
from  direct  questions  to  the  respondent.  Hie  age  of  respondent  was  obtained  by 
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Representativeness  of  Sample  Employed 

The  representat Iveneu  of  a sample  can  be  empirically  llluilraled  by  comparing 
some  of  the  sample  results  with  the  findings  of  a complete  enumeration  of  the  population 
of  Interest.  If  the  proportions  are  found  to  be  similar,  the  sample  is  assumed  to  be 
representative  of  the  population  for  the  characteristic  measured.  In  order  to  use  this 
procedure,  however,  the  sample  must  be  designed  so  that  It  b representative  of  the 
population  to  which  the  census  da  to  pertain.  The  sample  employed  In  this  study  Is 
not  representative  of  the  total  population  of  Dayton,  Ohio.  Some  of  the  households 
In  the  city  were  excluded  from  consideration  for  the  sample  In  order  to  aid  In  the 
Identification  of  three  distinct  Income  groups .'  Therefore,  the  representativeness  of 
the  sample  used  cannot  be  determined  by  comparing  any  of  the  survey  findings  with 
corresponding  census  data  for  the  entire  city  of  Dayton. 

Probability  techniques  were  employed,  however,  In  the  selection  of  Individual 
households  to  be  included  In  the  sanpie.  From  this  standpoint,  the  original  sanple 
Is  representative  of  the  three  specified  Income  classifications.  Also,  the  total  number 
of  Interviews  obtained  from  each  of  the  three  Income  strata  Is  sufficiently  lags  to  be 
reosonobly  representative  with  respect  to  race,  educational  level,  occupation,  age, 
and  size  of  family.^  A basis  was  thus  provided  for  inferences  concerning  population 
differences  for  these  characteristics,  as  well  as  family  income. 

'chapter  II,  page  11. 

^The  high  refusal  and  not  at  home  rote  detracted  from  the  representativeness 
of  the  sanple. 


Population  Characteristic 


Differences  In  family  Income 

One  of  the  major  components  of  the  sample  design  was  the  stratification  of 
family  Income.  Homemcdrers  were  Interviewed  in  three  Income  areas  classified  as 
low,  medium,  and  high.  The  proportion  of  Interviews  obtained  in  each  of  the  three 

obtained  in  the  low  Income  stratun  as  compared  to  about  31  percent  in  both  the  high 
and  the  medium  income  strata  (Table  5). 

TABLE  S. —Distribution  of  households  surveyed  by  family  Income 
(classified  according  to  census  tract  data) 

Income  Classification  Number  Percent 

Low  459  37.92 

Medium  530  30.49 

High  549 31.59 

Total  1,738  100.00 


Information  pertaining  to  family  income  was  also  obtained  on  the  survey 
questionnaire.  As  the  concluding  question  of  each  Interview,  the  enumerator  furnished 
the  respondent  a card  which  contained  a list  of  income  classifications  calculated  on  o 
yearly,  monthly,  and  weekly  basis. ^ The  homemaker  was  asked  to  indicate  an  the 
card  the  classification  which  corresponded  to  the  total  Income  received  by  the  family. 
About  57  percent  I Isted  their  annual  faml ly  income  between  $3,  000  ond  $7, 500  as 

See  Appendix  I. 


(Table  6) . 


TABLE  6.  — Distribution  of  households  surveyed  by  < 


Percent 


Under $3,000 
$3,000  -$5,000 
$5,000  - $7,500 
Over  $7, 500 
Estimated  medium0 
Refused 


316  18.18 

514  29.57 

484  27.85 

209  12.03 

114  6.56 

1 0.06 


Not  ascertained  93 5.35 

Total  1,738  100.00 


a Enumerators  were  instructed  to  estimate  family  income  when  the  housewife 
did  not  show  a complete  willingness  to  divulge  ibis  Information  or  was  unfamiliar 
with  the  amount  of  family  income.  In  114  instances  enumerators  estimated  family 
income  as  “medium"  rather  than  as  a numerical  classification. 


The  distribution  of  family  income  classified  on  the  basis  of  the  sample  desifpi 
was  closely  associated  with  the  distribution  of  Income  classified  according  to  infor- 
mation obtained  directly  from  respondents.  Most  of  the  homemakers  interviewed  in 
the  low  Income  stratum  of  the  sample  listed  relatively  low  incomes,  whereas  mast  of 
the  homemrdcers  in  the  high  Income  stratum  listed  relatively  high  Incomes.  Homemakers 
In  the  medium  Income  stratum  tended  to  list  higher  incomes  than  respondents  In  the  low 
Income  stratum  and  lower  incomes  than  respondents  In  the  high  income  stratum  (Table  7). 
In  the  presentation  of  the  analysis,  differences  In  fanily  income  are  frequently  used 
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« a basis  for  Inferences  concerning  population  poups.  In  all  cases,  Incans  differences 
as  defined  by  Hie  sample  desifyi  ee  used. 

TABLE  7.— Relationship  between  sample  distribution  of  family  income  according  to 
census  classification  and  according  to  Information  obtained  on  survey  questionnaire 


House- 

Low  Medium  High  holds 


Under  $3,000 
$3,000 -$5,000 
$5,000 -$7,500 
Over  $7,500 
estimated  medium 
l*i known  as  Indicated 
by  respondent 
Refused 

Not  ascertained 
Total 


239 

274 


Pet.  No.  Pat.  No.  Pet.  No. 

36.27  55  10.38  22  4.01  316 

41.58  157  29.62  S3  15.12  514 

13.20  217  40.94  180  32.79  484 

1.06  43  8.11  159  28.96  209 

0.91  21  3.96  87  15.84  114 


Pat. 

18.18 

29.57 

27.85 

12.03 


5 0.76  2 0.38  ...  ...  7 0.40 

1 0.19  ...  ...  1 0.06 

41  6.22  34  6.42  18  3.28  93  5.35 

659  100.00  530  100.00  549  100.00  1,738  100.00 


Proportions  of  white  and  nonwhite  homemakers 

The  census  data  which  ware  used  os  a basis  for  the  sample  selection  provide 
information  concerning  the  proportion  of  white  end  nonwhite  families  residing  in  each 
cam*  tract.  Stratification  by  race  was  therefore  determined  by  Hie  preponderance 
of  white  or  nonwhite  residents  residing  In  each  census  trod.  Population  shifts  that 
may  have  occurred  sines  the  1950  census  were  accounted  for  by  an  Inspection  of  each 
area  included  in  the  sample.  Also,  Information  was  obtained  from  enumerators  per- 
taining to  Hie  estimated  proportion  of  white  and  nonwhita  respondents  interviewed  In 


4 See  Append!  > 


A majority  of  the  families  living  In  four  of  Ihe  census  tracts  Included  In  the 
sample  were  nonwhite.  All  four  of  these  tracts  were  In  the  low  Income  stratum  of  the 
sample.  The  sample  alto  included  three  tracts  In  which  neither  race  was  predominant. 
These  tracts  were  classified  at  'mixed"  and  did  not  enter  into  the  analysis  whan  race  was 
considered  as  an  Independent  variable.  About  22  percent  of  the  respondents  Interviewed 
were  located  In  tracts  classified  as  nonwhite  as  compared  to  9 percent  located  In  tracts 
classified  as  'mixed."  Mae  than  two-thirds  of  the  Interviews  were  obtained  from 
nineteen  tracts  classified  as  white  (Table  S). 

TABLE  8.  —Distribution  of  households  surveyed  by  race  of  homomaker  (classified 
according  to  census  tract  data) 

Classification  Number  of  Number  of  Percent 

Census  Tracts  Interviews 


Mixed  3 156 8.97 

Total  26  1,738  100.00 


Distribution  by  age  of  homomdter 

There  was  no  direct  inquiry  on  the  survey  questionnaire  regarding  the  age  of 
respondent.  Instead,  enumerator!  mode  an  estimate  of  age  based  upon  oppecrance 
and  actions  of  the  respondent  and  any  other  evidence  visible  during  the  Interview. 
About  38  percent  of  the  homemokers  Interviewed  were  estimated  to  be  between  35 
and  50  years  of  age  while  the  remaining  proportion  was  approximately  equally  distrib- 
uted between  homemakers  under  35  and  those  over  50  years  of  age  (Table  9). 


TABLE  9. --Variation  in  ago  . 


Aga  Classification 

Balov/  35 


35-50 

Not  ascertained 


Total 


514  29.57 

667  38.38 

533  30.67 

24 1.38 

1,738  100.00 


Occupational  status  of  head  of  household 

A direct  inquiry  was  made  to  respondents  to  determine  the  occupational  status 
of  the  head  of  the  household.  Responses  were  grouped  info  the  eleven  occupational 
classifications  used  by  the  United  States  Bureau  of  the  Census.^ 

A sizable  proportion  of  the  heads  of  households  were  In  occupations  of  cm 
industrial  nature.  About  18  percent  ware  classified  as  operatives  mtd  kindred  workers 
and  18  percent  were  clcsslfied  as  craftsmen,  foremen,  and  kindred  workers.  Eleven 
percent  were  professional,  technical,  end  kindred  workers  and  9 percent  ware  managers, 
officials,  and  proprietors.  An  additional  1 1 percent  of  the  heads  of  households  were 
unemployed  at  the  time  of  the  Interview  (Table  10).  Ihe  relatively  high  proportion 
of  unemployed  parsons  may  have  been  a consequence  of  the  somewhat  higher  rata  of 
frictional  unemployment  that  normally  exists  In  an  Industrial  city.  Also,  the  son  pie 
included  a hitter  proportion  of  low  income  fondles  than  was  representative  of  the 
city  of  Dayton. 

®U.  S.  Bureau  of  the  Census,  Classified  Index  of  Occupations  and  Industries! 

1950. 


TABLE  10.  --Occupatic 


classifications  or  I 


I of  household 


Occupational  Classification0 


Professional,  technical  and  kindred  workori 
Manogars,  officials,  and  proprietors 
Clerical  and  kindred  workers 

Craftsman,  foremen,  and  kindred  workers 
Operatives  and  kindred  workers 
Service  workers  except  private  household 
Private  household  workers 
Laborers,  except  farm  and  mine 
Retired 
Unemployed 
Not  ascertained 
Total 


193  11.10 

IBS  9.49 

111  6.39 

100  5.75 

319  18.36 

306  17.61 

94  5.41 

19  1.09 

59  3.40 

109  6.27 

187  10.76 

76 4.37 

1,738  100.00 


"These  occupational  classifications  are  based  on:  U.S.  Bureau  of  the 
Census,  Classified  Index  of  Occupations  end  Industries!  1950. 

Other  fanlly  characteristics 

The  remaining  family  characteristics  to  be  considered  in  relation  to  their  total 
distribution  are  homemckeds  level  of  education  and  fanlly  composition.  Information 
relating  to  fanlly  composition  and  level  of  education  of  respondent  was  obtained 
through  direct  questions  to  respondents.  It  appears  unnecessary,  therefore,  to  define 


i data  specifically  from  the  standpoint  of  their  derivation. 

About  one-fourth  of  the  respondents  had  either  attended  or  completed  cyammer 
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school . The  largest  proportion,  which  accounted  for  60  percent,  had  either  attended 
or  completed  high  school.  About  13  pacent  had  attended  or  completed  college  (Table  11). 


TABLE  1 1 . —Valadon  In  educational  level  of  homemefcer 


Educational  Level 

Number 

Percent 

Same  grammar  school  and  other  school 

168 

9.67 

Completed  grmnmar  school 

232 

13.35 

Completed  grammar  school  and  other  school 

10 

0.58 

Same  high  school 

349 

20.08 

Seme  high  school  ond  other  school 

19 

1.09 

Completed  high  school 

559 

32.16 

Completed  high  school  and  business  or  trade  school 

81 

4.66 

Completed  high  school  and  nwsing  school 

34 

1.96 

Completed  high  school  ond  other  school 

18 

1.04 

Some  college 

122 

7.02 

Some  college  and  other  school 

11 

0.63 

Completed  college 

79 

4.55 

Completed  college  and  other  school 

14 

0.80 

No  formal  education 

6 

0.34 

Not  ascertained 

36 

2.07 

Total 

1,738 

100.00 

The  sample  distribution  by  family  composition  is  shows  In  Table  12.  About 
four  out  of  ten  fonilles  consisted  of  odults  only.  The  remaining  proportion  was  approx- 
imately equally  distributed  mnong  families  with  odults  and  children  below  seven,  adults 
and  children  seven  to  eighteen,  and  adults  and  children  of  both  ogo  classifications. 


TABLE  12.— Variation  In  fanlly  composition 


Family  Composition 
Adults  only 

Adults  and  children  below  seven 
Adults  and  children  seven  to  eighteen 
Adults  and  children  both  ages 
Not  ascertained 
Total 


Number  Percent 

716  41.20 

319  18.36 

307  17.66 

320  1 8.4) 


1,738  100.00 


CHAPTER 


CONSUMERS*  USE  PATTERNS  AND  FAMILIARITY  WITH  AVOCADOS 

In  the  discussion  of  the  objectives  of  this  study,  the  over-oil  body  of  information 
to  be  analyzed  wot  divided  into  six  component  parts. * Ail  are  considered  essential  to 
the  implementation  of  on  efficient  propam  of  market  expansion  for  avocados  through 
promotional  activities.^  They  are  related  to  each  other  In  a complementary  fashion; 
thus,  it  becomes  Impossible  to  describe  or  present  them  In  order  of  importance.  Knowl- 
edge pertaining  to  the  extent  to  which  avoccdoe  have  gained  prior  consumer  acceptance 
Is,  however,  of  extreme  importance.  The  possession  of  Information  of  this  character  Is 
basic  to  decisions  relating  to  the  over-all  approach  or  ap^oaches  to  be  employed  in  a 
promotional  program. 

In  this  study,  the  extent  to  which  avocados  have  gained  consumer  acceptance 
is  measured  by  the  proportion  of  the  sample  population  which  falls  into  each  of  the 
following  categories:  (a)  those  who  are  totally  unfcsnilior  with  avocados,  (b)  those 
who  are  familiar  with  them  but  are  nonusers,  (c)  these  who  ore  infrequent  users,  and 

'See  Chapter  I,  page  4. 

^The  objective  of  a market  promotion  progrwn  Is  to  affect  o change  in  consumer 
demand  for  the  product  In  question,  that  Is,  at  various  levels  of  price,  o greater  quantity 
of  the  product  would  be  taken  from  the  market  than  before  the  change  In  demand  occurred. 
In  order  to  accomplish  this  efficiently.  It  is  necessary  to  Isolate  some  of  the  factors  that 
tend  to  Influence  or  determine  consumer  demand.  In  this  study,  It  is  assumed  that  some 
of  the  principal  determinants  of  the  demand  for  avocados  are  knowledge  about,  opinions 
of,  and  preferences  for  this  fruit  as  wall  at  level  of  income  and  other  population  char- 
acteristics. 
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(d)  those  who  are  frequent  users.  Decisions  to  use  approaches  such  os  educational 
appeals  will  likely  depend  upon  the  proportion  of  the  population  found  to  be  totally 
unfamiliar  with  avocados.  An  educational  approach  may  also  be  desirable  if  It  is 
found  that  a sufficient  proportion  of  the  population  are  aware  of  them  but  are  nonusers. 
Appeals  directed  toward  those  who  use  avocados  will  likely  depend  upon  the  nxmner  in 
which  this  segment  of  the  population  Is  divided  between  those  who  are  infrequent  users 
and  those  who  are  frequent  users. 

General  Use  Patterns 

From  the  Information  obtained,  the  sanple  was  divided  into  five  groups  with 
respect  to  the  homemaker's  level  of  familiarity  with  ond  extent  of  lee  of  avocados. 

1 . No  knowledge  of  avocados . 

2.  Knowledge  of  avocados  but  hod  never  eaten  one. 

3.  Eaten  avocados  but  not  at  home. 

4.  Served  avocados  at  home  at  some  time  in  the  past. 

5.  Served  avocados  at  home  during  the  month  prior  to  the  interview. 

Only  31  percent  of  the  homemakers  had  served  avocados  at  home  some  time 

prior  to  the  interview,  including  6 percent  who  had  served  them  during  the  past  month. 
About  one-half  of  the  homemokers  were  fmnlliw  with  avocados  but  had  never  served 
them  at  home.  This  group  of  respondents  was  about  equally  divided  between  those  who 
hod  never  eaten  at  avocado  and  those  who  had  eaten  them  at  places  other  than  In  their 
home.  About  one-fifth  of  the  respondents  had  never  heard  of  avocados  (Table  13) . 


TABLE  13 . --Homemakers*  level  of  familiarity  with  and 


Level  ef  Familiarity  and  Extant  of  Use  Number  Percent 


Knowledge  but  not  eaten 
Eaten  but  not  served  at  home 
Served  at  home  sometime  in  past 
Served  at  home  in  past  month 
Total 

"All  homemakers  Interviewed. 


432  24.85 

441  25.37 

436  25.09 

103 5.93 

1,738  100.00 


A consideration  of  these  findings  reveals  the  extensive  potential  that  exists 
with  respect  to  an  expanded  total  market  far  avocados.  Avocados  hod  never  been 
served  at  home  by  69  percent  of  the  respondents.  Subsequent  analysis  also  shows  that 
there  are  few  frequent  users  anong  the  remaining  31  percent  who  had  on  some  occasion 
served  avocados  at  home . 

The  degree  to  which  consumers  are  familiar  with  avocados  and  the  extent  to 
which  they  use  them  appev  to  be  associated  with  basic  differences  in  the  population. 
These  general  use  patterns  suggest  that  a promotional  approach  designed  to  Increase 
the  consumption  of  avocados  must  be  carefully  contrived  In  order  to  cope  with  the 
problem  of  subetaitlal  differences  In  the  familiarity  and  use  that  exist  among  segments 
of  the  population.  Furthermore,  Intensive  promotional  efforts  may  need  to  be  designed 
especially  to  accommodate  the  informational  and  use  deficiencies  found  in  particular 
population  groups. 


A positive  relationship  exists  between  the  level  of  family 


homemaker’s  level  of  fasnlllarlty  with  avocados.  This  is  also  true  with  respect  to 
the  extant  of  use  of  avocados.  Families  with  relatively  high  incomes  ware  more 
likoly  to  know  about  and  to  use  avocados  than  were  families  with  lower  incomes. 

In  the  low  Income  stratun  of  the  sample  33  percent  of  the  homemakers  indicated  a 
complete  lack  of  knowledge  of  avocados  as  compared  to  only  6 percent  in  the  high 
income  stratum.  Of  those  homemakers  In  the  high  income  group,  40  percent  hod 

group.  Less  difference  was  found  among  the  three  Income  groups  with  respect  to  the 
proportion  of  homemakers  who  knew  about  avocados  but  had  never  eaten  one.  Also, 
relatively  minor  differences  were  found  among  the  income  groups  for  those  homemakers 
who  had  eaten  avocados  but  had  never  served  them  at  home  (Table  14). 

TABLE  14. --Relation  of  family  income  level  to  familiarity  with  and  use  of  avocados0 


Levol  of  Familiarity 
and  Extent  of  Use 


Total 


No.  Pet.  No.  Pet.  No.  Pet.  No. 
No  knowledge  213  32.63  77  14.53  34  6.19  326 
Knowledge  but  not 

eaten  or  served  146  22.15  168  31.70  118  21.50  432 


Eaten  bid  not  served 

at  home  138  20.94  127  23.96  176  32.06  441 

Served  ot  home  160  24.28  1 38  29.81  221  40.25  539 

Total  659  100.00  530  100.00  549  100.00  1,738 

aAII  homemdcera  interviewed. 


In  the  proportions  of  white  <nd  nonwhite  home- 


mokers  who  were  familiar  with  avocados  or  In  the  extent  touMch  the  two  group*  had 
used  them.  Avocados  had  been  served  at  home  on  some  occasion  previous  to  the  Inter- 
view by  33  percent  of  the  white  hemamakers  os  compared  to  31  percent  of  the  nonwhite 
homemakers.  An  almost  equal  proportion  of  white  and  nonwhite  homemakers  said  they 
had  eaten  them  at  same  time,  but  had  never  served  them  at  home.  Only  a slightly 
higher  proportion  of  the  nonwhite  respondents  showed  a complete  lack  of  knowledge 
of  avocados  than  did  the  white  homemoken  Interviewed  (Table  IS).  Since  all  non- 


appear  thot  nonfamiliarity  with  and  nonuse  of  avocados  ore  more  characteristic  of  low 
income,  white  families  than  of  low  Income,  nonwhite  families. 


TAILS  15. — Familiarity  with  and  use  of  avocados  by  white  and  nonwhite  homemckers0 


Level  of  Familiarity  and 
Extent  of  Use 

White 

Non  white 

Total 

No. 

Pet. 

No. 

Pet. 

No. 

No  knowledge 

183 

15.26 

87 

22.72 

270 

Knowledge  but  not  eaten  or 

312 

26.02 

76 

19.84 

388 

Eaton  but  not  served  at  home 

311 

25.94 

100 

26.11 

411 

Served  at  home 

393 

32.78 

120 

31.33 

513 

Total  1 

,199 

100.00 

383 

100.00 

1,582 

°AII  homemakers  interviewed 

except  those  unc 

:lass!  fled  as 

white  or  no 

nwhlte. 

i familiar  with 


avocados  and  worn  mors  iikaly  to  have  used  them  than 
educational  level.  Of  those  homemakers  who  had  completed  college,  57  percent 
said  they  had  served  avocados  at  home  as  compared  to  17  percent  of  those  homemakers 
who  hod  attended  jyammar  school . Also,  45  percent  of  those  homemdcers  who  had 
attended  grammar  school  said  they  had  never  hemd  of  avocados  os  compared  to  only 
5 percent  of  those  hamemckers  who  had  attended  college  (Table  16). 

About  one-half  of  the  homemakers  either  knew  about  avocados  but  hod  never 
eaten  them,  or  had  eaten  them  but  not  at  hams.  It  1s  difficult  to  relate  these  two 
groups  of  homemakers  to  a specific  educational  level.  Among  those  who  had  attended 
grammar  school,  1 7 percent  had  eaten  avocados  but  net  at  home  as  com  pried  to  22 
percent  of  those  who  hod  attended  college.  Similar  proportions  at  those  sane  edu- 
cational levels  knew  about  avocados  but  hod  never  eaten  them. 


Families  in  which  the  occupation  of  head  of  household  was  of  a nontechnical 
nature  had  a limited  knowledge  of  avocados.  They  were  also  less  likely  to  have 
purchased  avocados  than  were  families  In  which  the  occupation  of  head  of  household 
mas  of  a professional  nature.  Roughly  40  parcent  of  the  families  In  which  the  heads 
of  household  were  professional,  managerial,  and  soles  workers  had  served  avocados  at 
home  on  some  occasion  as  compared  to  about  20  percent  in  which  the  main  occupations 
were  laborers,  service  workers,  and  private  household  workers.  A 
and  managerial  occupations,  only  7 percent  showed  a complete  la 


avocado*  as  compered  to  roughly  25  par  cant  of  thaw  listing  occupations  as  sorvlco 
workers  and  laborers  (Table  17). 

Homemakers  who  knew  about  avocados  but  had  never  eaten  them  were  relatively 
evenly  distributed  among  the  various  occupational  classifications.  This  was  also  true 
for  those  hamemtdcers  who  had  eaten  avocados  but  at  same  place  other  than  at  home . 

The  effect  of  family  composition  onisse 

The  level  of  familiarity  with  avocados  and  the  extent  of  their  use  were  unrelated 
to  fanily  composition . With  respect  to  the  proportion  of  respondents  who  had  served 
avocados  at  home,  no  variation  existed  between  those  families  with  adults  only  and 
those  families  with  adults  and  children  seven  to  eighteen  years  of  age.  In  both  of 
these  youps,  36  percent  had  served  avocados  at  home  same  time  prior  to  the  interview. 
However,  only  21  percent  of  those  families  with  adults  and  children  under  seven  and 
of  those  families  with  adults  and  children  of  both  age  classifications  had  served 
avocados  at  home  (Table  18). 

No  relatlondilp  that  can  be  practically  employed  to  the  end  of  increasing 
the  consumption  of  avocados  through  promotional  activities  appears  to  exist  between 
family  composition  and  past  use  experience.  There  Is  no  specific  indication,  for 
exmnpla,  that  families  with  adults  only  are  more  likely  to  know  about  and  use  avocados 
than  fanilles  with  chi  lien.  Further  Investigations  were  mode  to  determine  If  the 
number  of  family  members  might  be  related  to  fanlliarlty  with  and  use  of  avocados. 
However,  this  examination  also  failed  to  reveal  any  usable  relationships. 
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The  beginning  questic 


If  Ihe  respondents  were  families  with  avocados.  borne  homemakers  who  were  unfa- 
miliar with  the  term  “avocado"  knew  the  fruit  by  one  of  the  terms  “avocado  peer, " 
"alligator  pear,*  or  “calavo."  Homemakers  unfonilia  with  any  of  the  foregoing  terms 
were  shown  o photograph  of  a typical  avocado  (Figure  5).  After  It  was  established  that 
the  homemaker  was  unfaniliar  with  the  terms  used  as  well  as  the  photograph,  further 
questioning  was  restricted  to  Information  about  Ihe  characteristics  of  the  family. 
Homemakers  completely  unfamiliar  with  avocados  accounted  for  19  percent  of  the 

Among  those  homemakers  familiar  with  avocados,  85  percent  knew  them  by 
the  term  avocado  as  such;  8 percent  Identified  them  by  one  of  the  terms  “avocado 
pear, ""alligator  pea-,*  or  “calavo”;  and  7 percent  recognized  the  photograph  with- 
out associating  it  with  any  name  (Table  19). 

TABLE  19.—' Terms  used  by  homemakers  to  identify  avocados0 

Term  Number  Percent 

Avocado  1,195  84.63 

Other  terms1*  113  8.00 

Photograph  104  7.37 

Total  1,412  100.00 

a Those  homemakers  who  were  familiar  with  avocados. 

^Avocado  pea,  alligator  pea,  calavo. 
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Fig.  5.—  Photograph  used  to  establish  respondents' 
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Apparently,  a substantial  nunber  of  consumers  who  ars  actually  familiar  with 
avocados  would  bo  usable  to  recognize  the  term  "avocado”  as  such  whon  used  In 
vcrlous  advertising  media.  This  fact  has  certain  implications  far  future  advertising 
and  merchandising  programs.  Extensive  promotional  activity  can  likely  be  made  more 
effective  by  the  use  of  alternative  terms  and  photographs.  Furthermore,  unfamlllorlty 
with  the  term  avocado  as  such  Is  associated  with  Identiflcdsle  population  croups.  Thus, 
promotional  appeals  making  use  of  alternative  terms  and  photographs  will  be  most 
affective  If  they  are  directed  specifically  to  these  population  groups. 

Use  of  terms  by  homemakers  of  different  Income  classifications 

Among  those  homemakers  familiar  with  avocados,  95  percent  In  the  high 
Income  stratum  of  the  son  pie  recognized  the  name  as  such,  whereas  this  was  true  in 
only  about  three  out  of  four  cases  In  the  low  income  stratum.  A higher  proportion  of 
homemakers  In  the  low  Income  group  were  familiar  only  with  the  terms  "avocado  pear,  * 
"alligator  pear,"  or  "calavo"  that  wore  respondents  In  the  medium  and  the  high 
income  groups  (Table  20). 


TABLE  20.  --Terms  used  by  respondents  of  three  Income  levels  to  identify  avocados0 


No.  Pet.  No.  Pet.  No.  Pet.  No. 


Avocado  325  75.58  393  88.71  477  93.17  1,195 

Other  terms0  77  17.91  20  4.52  1 0 1.95  107 

Photograph  28  6.51  30  6.77  25  4.88  83 

Total  430  100.00  443  100.00  512  100.00  1,385 

“Those  homemakers  who  were  fanlllar  with  avocados. 
bAlllgator  pear,  avocado  pear,  calavo. 


Terms  used  by  white  ond  nonwhlto  respondents 


Among  the  non  white  homemakers,  23  percent  were  unfamiliar  with  the  term 
ovocodo  but  recognized  ana  of  the  terms  "avocado  pom,  "’alligator  poor, " or  "calovo" 
os  compared  to  only  4 percent  of  the  white  homemakers  interviewed.  For  about  an 
equal  proportion  of  white  mid  nonwhite  homemakers,  familiarity  with  avocados  could 
be  established  only  through  the  use  of  a photograph  (Table  21). 

TABLE  21  .—Terms  used  by  white  and  nonwhile  homemakers  to  identify  avocados0 

Term  White  Nan  white  Total 

No,  Pet.  No.  Pet.  No. 

910  90.44  205  72.44  1,115 

38  3.78  64  22.6)  102 

58  5.76  14  4.95  72 

006  100.00  283  100.00  1,289 

° Homemakers  familiar  with  avocados  except  those  unclassified  as  white  or 
nonwhite. 

^Alligator  pear,  avocado  pear,  calavo. 

As  a result  of  considering  both  family  inoame  aid  race  as  variables  related  to 
the  terms  used  by  consumers  to  identify  avocados,  it  cat  be  concluded  that  the  nan- 
white  segment  of  the  population  accounts  for  mast  of  those  fanlliar  only  with  the  terms 
“avocado  pear,*  "alligator  pear,"  and  "calavo." 

Faniliarity  with  Avocado  froduclng  Areas 
The  extent  to  which  homemakers  were  fanlliar  with  the  areas  in  which  avocados 
are  produced  was  associated  with  their  level  of  famlllalty  with  and  extent  of  use  of 
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avocados;  that  Is,  homaraakors  who  had  served  avocados  at  home  were  generally  mote 
familiar  with  producing  aroas  than  wora  those  who  had  had  loss  use  experience  with 
them.  Respondents  generally  tended  to  be  mure  cognizant  of  Florida  as  a producing 
area  than  of  California,  the  only  other  state  In  which  they  are  produced  in  commercial 
quantities. 

Of  the  total  number  of  homemakers  interviewed,  <6  percent  mentioned  Florida 
and  39  percent  mentioned  California  as  producing  areas. About  31  percent  recognized 
both  Florida  end  California  as  states  in  which  they  are  produced  (Table  22). 


TABLE  22. —Consumers'  familiarity  with  avocado  producing  areas0 


Florida 

California 

Florida  and  California 


18 

11 


1,412 


66.29 

30.88 


“All  homemakers  who  were  familiar  with  avocados. 

^Florida  and  California  are  the  only  states  In  this  country  in 
which  avocados  ere  produced  In  commercial  quantities.  However, 
questions  designed  to  determine  consumers'  famillvlty  with  producing 
areas  were  constructed  so  that  homemakers  were  provided  on  opportunity 
to  mention  other  states  as  producing  seas,  as  well  as  producing  and 
nonprodueing  areas  in  other  parts  of  the  world.  (See  Appendix  D). 


’ to  which 


familiar  with  i 


ducing  araai  may  be  useful  In  determining  the  feasibility  of  attempting  to  promote 
the  sale  of  avocados  grown  In  Florida.  The  fact  that  two-thirds  of  the  homemakers 
racoptlzed  Florida  as  a producing  area  Indicates  the  possibility  of  establishing  a 
state  preference  tsnong  consumers.  To  accomplish  this,  however,  It  1s  necessary  that 
consumers  bo  able  to  recognize  Florida-grown  fruit  on  the  mtrket.  To  Insure  the 
Identification  of  Florida  fruit,  the  Industry  might  consider  the  uw  of  distinctive  brands 
and  markings  on  wholesale  packs  or  on  the  fruit  Itself. 


Relationship  between  knowledge  of  producing  areas  and  past  use  experience 

Among  those  who  hod  served  avocados  at  home,  78  percent  knew  avocados 
were  produced  In  Florida  as  compared  to  51  percent  of  those  who  had  never  eaten 
avocados.  Furthermore,  4u  percent  of  those  who  had  served  avocados  at  home 
mentioned  both  Florida  and  California  as  producing  areas  as  compared  to  only  20 
percent  of  those  who  had  never  eaten  them  (Table  23). 


s'  level  of  familiarity  with  as 


Level  of  Familiarity  and  Extent  of  Lb 


Florida 

California 

Florida  and  California 


Pet.1*  No.  Pet.  No.  Pet. 

51.16  292  66.21  423  78.48 

27.55  175  39.68  258  47.87 

20.14  13)  29.71  218  40.45 


Number  of  homemakers 


familiar 


of  the  sample 


slight  degree. 


mare  familiar  with  the  creas  In  which  avocados  ere  produced  than  were  those  In  the  lew 
and  the  medium  income  strata.  Among  those  homemakers  in  the  hirfs  income  stratum, 

70  percent  mentioned  Florida  as  a producing  area  as  compared  to  68  percent  of  the 
homemakers  in  the  medium  Income  stratum  and  60  percent  in  the  low  income  stratum 
(Table  24).  Slight  variation  also  existed  anang  the  three  income  poups  with  respect 
to  the  proportion  who  knew  they  were  produced  in  Californio. 


TABLE  24.— Knowledge  of  avocado  producing  areas  by  level  of  family  income0 


Income  Level 

Low 

Medium 

High 

Florida 

No.  Pet  .b 
268  60.36 

No.  Pet. 

306  67.55 

No.  Pet. 
362  70.29 

936 

California 

148  33.33 

174  38.41 

230  44.66 

552 

"KSS'0*- 

113  25.45 

133  29.36 

190  36.89 

436 

Number  of  home- 
makers Interviewed  444 

- 

515 

1,412 

^Percentages  do  not  total  100  since  same  homemakers  mentioned  more  than  asm 
locale  as  an  avocado  producing  area. 


The  extent  to  which  white  and  nonwhite  homemakors  <re 
fsmlllar  with  producing  areas 

Little  difference  existed  between  white  <md  nonwhite  homemakers  with  respect 
to  the  proportion  In  each  {roup  which  knew  that  Florida  and  California  were  avocodo 


producing  sea.  About  68  percent  of  the  white  homemakers  were  aware  that  avocados 
are  produced  In  Florida  a compered  to  61  percent  of  the  nonwhite  homemakers.  The 
proportions  of  white  and  non  white  homemtdceis  mentioning  California  a a producing 
area  were  also  similes-  (Table  23). 

TAILS  25 .--Knowledge  of  avocado  producing  oea  of  white  end  nonwhite  homemakers0 
Areo  White  Nonwhite  Total 


Florida 

California 

Florida  and  California 
Number  of  homemakers 
Interviewed 


691  68.01  180 
405  39.86  109 
328  32.28  81 


60.81  871 

36.82  514 

27.36  409 


1,016  296 


°AII  homemakers  fanlllar  with  avocados  except  those  imclassifled  as  white  or 

‘’Percentages  total  more  than  100  since  some  homemakers  mentioned  mere  than 
one  place  as  an  avocado  producing  area. 


Circumstances  Under  Which  Homemdcers  Initially 
Became  Acquainted  With  Avocados 

A wide  vcrlety  of  answers  was  obtained  when  homemakers  were  asked  to 
nesne  the  circumstances  under  which  they  Initially  became  acquainted  with  avocodos. 
Mass  communication  media  such  as  radio  and  newspapers  have  been  of  little  Imparlance 
as  means  by  which  consumers  are  Introduced  to  avocodos.  Only  4 percent  mentioned 
printed  material  mid  1 percent  mentioned  radio  mid  television  as  ways  In  which  they 
found  out  about  avocados.  About  15  percent  said  they  found  out  about  avocodos  while 


living  or  visiting  In  producing  • 


TABLE  26.  — Circumstances  i 


While  living  or  visiting  in  producing  or 

In  store  while  shopping 

Heard  friends  or  reiatlvos  mention  them 


At  place  of  employment 
Received  as  gift 

Printed  material,  recipe  books,  magazines,  etc. 

Become  acquainted  as  a child  at  home 

At  school 

Radio,  television 

Other 

Usable  to  recoil 
Not  ascertained 
Total 


210  14.87 

212  15.01 

166  11.76 

155  10.98 

108  7.65 

67  4.75 

61  4.32 

45  3.19 

28  1.98 

16  1.13 

II  0.78 

322  22.80 

11 0.78 

1,412  100.00 


aAII  homemdcer*  who  were  familiar  with  avocados. 

Further  Investigations  of  the  circumstcmces  under  which  homemakers  became 
acquainted  with  avocados  revealed  that  nonwhite  homemakers  ware  more  likely  to 
have  found  out  about  them  of  place  of  employment  than  were  white  homemakers. 
Respondents  in  the  high  income  stratum  of  the  sanpie  were  more  likely  to  have  become 
acquainted  with  them  while  living  or  vIsIHoq  In  F lor  Ido  or  California  or  adjacent  creas 
than  were  homemakers  In  the  low  and  the  medium  income  strata. 


rlty  With  Woyi  In  Milch  Avocodos  Are  Served 


One-fourth  of  the  total  number  of  homemaker*  interviewed  laid  they  were  aware 
of  avocados  as  o food  Item  but  had  never  eaten  them.  In  an  effort  Is  determine  why 


avocado*  are  not  pur ch teed  by  this  group,  homemakers  were  asked  whether  they  were 
familiar  with  the  ways  in  which  avocados  are  served.  An  affirmative  response  was 
obtained  In  only  one-third  of  the  cases  (Table  27). 

TABLE  27.-- Replies  to  the  question:  "Do  you  know  how  avocados  are  served?"0 


Replies 


Ye* 


34.03 

64.81 

1.16 

100.00 


a Asked  only  of  those  homemakers  who  knew  about  avocodos,  but 

When  those  respondents  who  sold  they  knew  how  avocados  ere  served  were 
asked  to  name  the  vtrious  ways,  over  75  percent  said  as  a salad  without  further 
elaboration.  Only  4 percent  named  a specific  type  of  salad.  This  suggests  that  a 
substantial  number  of  consumers  may  be  nonusers  of  avocados  because  of  a general 
lack  of  famlllsrity  and  especially  with  respect  to  the  manner  in  which  they  are  served. 

The  finding  that  a substantial  portion  of  the  population  is  generally  unfamiliar 
with  the  use  of  avocados  has  Implications  with  respect  to  the  direction  of  future  pro- 
motional activity.  For  example,  advertising  or  merchandising  directed  toward  promot- 
ing market  expansion  might  be  made  more  effective  by  educating  the  consumer  about 


62 

the  various  ways  In  which  avocados  can  b«  sorvad  and  by  suggesting  ways  In  which 
avocados  can  supplement  existing  meal  menus. 


CHAPTER  V 


RETAIL  AVAILABILITY  AND  CONSUMER  BUYING  HABITS 

The  success  of  a market  promotional  pro^am  for  avocados  will  depend,  to  some 
extent,  upon  their  widespread  availability  to  consumers.  In  order  for  avocados  to  be 
extensively  accessible,  they  must  be  available  In  small  retail  stores  as  well  as  large 
ones,  ond  they  must  be  available  to  fomllles  of  all  Income  and  racial  groups. 

It  has  been  established  that  the  use  of  avocados  is  limited  to  a relatively  small 
proportion  of  the  population.  The  widespread  nonuse  of  avocados  complicates  the 
problem  of  attaining  a distribution  anang  retail  outlets.  The  tact  that  avocados  are 
a specialty  product  mtd  are  of  a perishable  nature  may  make  It  unprofitable,  for  example, 
far  small  retail  stores  to  handle  them.  This  is  especially  true  if  it  b necessary  to 
purchase  the  fruit  In  wholesale  packs  that  are  unreasonably  large  In  relation  to  normal 

The  marketing  problems  faced  by  the  Industry  rest,  therefore,  not  only  with  the 
consigner  but  also  with  these  agencies  engaged  In  the  distribution  and  the  sale  of 
avocados.  For  reasons  alreody  indicated,  industry  marketing  practices  must  be  designed 
to  cope  with  the  existence  of  retail  outlets  of  various  size  groups.  Furthermore,  a 
general  lack  of  fanlllariiy  with  avocados  is  probably  characteristic  of  distributors  and 
retailers  as  well  as  censixnors.  Thus,  promotional  activity  among  the  various  distributive 
agencies  might  be  considered  an  Integral  part  of  an  over-all  promotional  program. 
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Although  this  study  deals  primarily  with  the  problem  of  avocado  marketing 


from  tha  standpoint  of  the  consumer,  It  provides  some  Indication  about  the  extant  of 
the  difficulty  Involved  In  obtaining  a distribution  of  avocados  anong  retail  outlets. 
An  effort  was  made  to  relate  the  availability  of  avocados  on  the  market  to  the  type 
of  retail  establishment.  Inferences  are  made  concerning  the  availability  of  avocados 
In  retail  establishments  of  different  types  end  locations  In  relation  to  various  income 
and  racial  groups. 


General  Availability  To  Consumers 

All  homemakers  who  were  familiar  with  avocados,  regardless  of  the  extent  to 
which  they  had  used  them,  were  asked  to  Indicate  the  availability  of  avocados  In  the 
food  stares  where  they  usually  shopped.  The  answers  to  this  Inquiry  indicate  that 
avocados  either  seldom  or  never  appear  In  many  retail  food  stores.  About  26  percent 
of  the  respondents  ccsnmented  that  avocados  were  seldom  available  at  the  stores  where 
they  usually  bourfit  groceries  and  8 percent  said  they  were  never  available.  Less  than 
one-half  stated  that  avocados  were  usually  available  at  the  stares  where  they  shopped. 
An  additional  19  percent  were  unaware  of  their  accessibility  (Table  28). 

Availability  And  U»  Experience 

Homemakers  who  had  served  avocados  at  home  generally  thou^it  that  avocados 
were  more  available  than  those  respondents  who  had  had  less  use  experience  with  them. 
Of  those  who  had  served  avocados  at  home,  29  percent  sold  avocados  were  seldom 
available  and  6 percent  said  they  were  never  available.  However,  58  percent  of 
those  who  had  served  avocados  stated  they  were  usually  available  as  compared  to 
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TABLE  28.—  Replies  to  the  question:  "Are  avocados  usually  available,  seldom  avail- 
able, or  never  available  at  Ibe  store(s)  where  you  buy  groceries?*0 


Availability 


Percent 


Usually  available 


Available  seasonally 
Do  not  know 


Total 


640 

374 

109 

14 

269 


4S.33 

26.49 

7.72 

0.99 

19.05 


36  percent  of  those  homemakers  who  hod  never  oaten  avocados  and  39  percent  of  those 
who  hod  eaten  them  but  had  never  served  them  at  home.  Respondents  who  were  unaware 
of  the  availability  of  avocados  were,  for  the  most  part,  those  who  had  hod  very  limited 
use  experience  with  them.  Only  6 percent  of  those  who  hod  served  avocados  at  home 
were  unaware  of  their  accessibility  as  oomparod  to  30  percent  of  those  who  hod  never 
eaten  them  (Table  29). 

Variation  In  Availability  Among  Population  Groups 


with  relatively  high  Incomes  than  In  stcras  that  serve  consumers  with  lower  Incomes. 

In  the  high  Income  areas  of  the  city,  55  percent  of  the  respondents  stated  that  avocados 


illy  available  In  stores  where  they  shopped.  Only  31 


TABLE  29.—* 


availability  of  avocados  by  i 


Availability 


Laval  of  Familiarity  end  Extant  of  Use 


Knowledge  but  Eaten  but  not  Served  at 

not  eaten  ar  served  served  at  home  home 


Total 


Usually  available 
Seldom  available 
Never  available 
Available  seasonally 
Do  not  know 
Not  ascertained 


Pet.  No. 
35.88  174 
25.00  110 


1.16  3 

29.63  110 


Pet.  No. 

39.46  311 

24.94  156 

9.53  31 


Pet.  No. 
57.70  640 
28.94  374 
5.75  109 
1.12  14 
5.75  269 


Total 


432  100.00 


539  100.00  1,412 


areas  Indicated  that  avocados  ware  usually  available  In  stares.  About  13  percent  of 

pared  to  only  4 percent  In  the  high  Income  stratun  (Table  30).  Almost  no  va-latlen 
existed  among  the  three  income  youps  with  respect  to  the  proportions  of  respondents 
who  were  unaware  of  the  accessibility  of  avocados  on  the  market . This  finding  is 
consistent  with  an  earlier  observation  that  little  variation  existed  among  income  groups 
with  respect  to  the  proportions  of  respondents  who  had  had  very  limited  use  experience 
with  avocados.  These  homemakers  constituted  the  largest  proportion  of  those  who 


i of  the  accessibility  of  avocados  on  the  market. 


TABLE  30.— Ik*  retail  availability  of  avocados  to  families  of  throe  In 


Availability 


Low 


Medium  High 


Total 


Usual  I y available 
Seldom  available 


Not  ascertained 


No.  Pet.  No.  Pet. 

137  30.86  219  48.34 

171  38.51  108  23.84 

56  12.61  34  7.51 

8 1.77 

79  17.79  83  18.32 


444  100.00  453  100.00 


No.  Pet.  No. 
284  55.14  640 

95  18.45  374 

19  3.69  109 

6 1.16  14 

107  20.78  269 

4 0.78  6 

515  100.00  1,412 


Differences  related  to  white  and  nonwhite  homomdmrs 

Apparently,  avocados  are  less  available  to  nonwhite  families  than  they  are  to 
white  fanllies.  More  then  one -half  of  the  nan  white  homemdeers  slated  avocados  were 
either  seldom  or  never  available  at  the  stores  where  they  bought  groceries  as  compared 
to  less  than  one-third  of  the  while  respondents.  Only  ane-thlrd  of  the  non  white  home- 
makers said  avocados  were  usually  available  as  compared  to  about  one-half  of  the  white 
homemakers  (Table  31). 

As  a result  of  considering  both  family  Income  and  race  of  homemaker  as  related 
to  the  responses  given  concerning  the  availability  of  avocados  on  the  market.  It  can  be 
concluded  that  this  fruit  Is  least  accessible  to  low  Income  families  and  particularly  to 


TABLE  31 . — The  retail  ovallablllty  of  avocados  1 


Availability 


White 


Total 


Usually  available 
Seldom  available 
Never  available 
Available  seasonally 


114  38.51 


“All  homamdsers  familiar  with  a vocodas  except  those  unclassified  as  while  or 


Some  Purchasing  Habits  Of  Consumers 
Those  homemakers  who  had  bought  avocados  during  the  month  prior  to  the 
interview  were  questioned  about  the  number  bought  per  purchase,  price  paid,  and 
type  of  establishment  from  which  they  were  purchased. 

The  replies  showed  that  almost  eight  out  of  ten  had  purchased  either  one  or 
two  at  the  lost  purchase.  About  one-half  had  bought  one  avocado,  30  percent  purchased 
two,  and  18  percent  bought  three  or  mare  at  a time  (Table  32).  Included  In  the  18  per- 
cent who  purchased  three  or  more  were  three  respondents  who  said  they  had  purchased 
four  avocodos  and  four  who  said  they  hod  purchased  six  avocados  at  one  time.  A vary 
Important  finding,  however,  pertains  to  the  30  percent  who  stated  they  had  bought  two 
avocados  when  they  last  purchased  this  fruit.  If  it  had  been  found  that  practically  all 


i be  obtained 
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at  a result  of  pricing  them  In  unit!  of  two  or  more.  The  findings  of  this  survey,  however, 
do  not  substantiate  this  and  thus  suggest  to  retailers  the  passible  advantages  of  multiple 
unit  pricing. 


TABLE  32.  —Number  of  avooados  bought  at  last  purchase0 


Number  Purchased  Frequency  Percent  ^'percent'* 

One  50  48.54  48.54 

Two  31  30.10  78.64 

Three  or  more  19  1 8.45  97.09 

Not  ascertained  3 2.91  100.00 

Total  108  100.00 


id  purchased  avocados  during  mi 


A wide  variation  was  found  In  the  price  consumers  paid  far  avocados.  About 
tlx  out  of  ten  had  paid  29  cents  or  lest  far  each  avocado  at  the  last  purchase.  How- 
ever, prices  ringed  from  as  little  at  10  cents  to  os  much  at  59  cants  each.  The  meet 
frequently  mentioned  price,  however,  was  29  cents.  About  30  percent  paid  29  cants, 
21  percent  paid  25  to  28  cants  and  19  percent  paid  over  30  cents  per  avocado 
(Table  33).  The  latter  group  was  composed  almost  entirely  of  those  who  paid  either 
30  cents  or  39  cents. 

A majority  of  the  respondents  had  made  their  last  purchase  of  avocados  at  a 
chain  store  supermarket.  An  additional  21  percent  mentioned  mi  independent  mmTcet 


18  percent  a specialty  store  (Table  34).  These  findings  seemingly  Indicate  that 


Cumulate 


Balow  25  cents 


25  to  28  cants 

29  cents 

30  cants  or  mere 
Do  not  know 


Total 


8 7.77  7.77 

22  21.36  29.13 

30  29.12  58.25 

20  19.42  77.67 

20  19.42  97.09 

3 2j91 100.00 

103  100.00 


id  purchased  avocados  du 


TABLE  34.  "Typo  of  store  from  wl 


st  purchase  of  avocados  was  made0 


Specialty  store 
Other 


21.36 

18.45 


°Homemakers  who  hod  purchased  avocados  during  month  preceding  th 
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the  availability  of  avocados  depends  upon  the  type  of  establishment  from  which  they 
are  purchased.  However,  when  the  prevalence  of  chain  store  supermarkets  In  the 
retail  food  Industry  b considered,  then  the  likelihood  of  avocados  being  less  available 
In  Independent  markets  or  specialty  stores  is  not  evidenced  by  these  findings. 

Although  the  mm  bar  of  observations  obtained  b not  sufficiently  large  to  provide 
conclusive  evidence,  there  was  a tendency  fcr  avocados  purchased  at  an  independent 
market  or  specialty  stare  to  be  priced  slightly  higher  than  these  bought  at  chain  stores. 
Of  these  who  purchased  avocodas  ot  a specialty  store,  47  percent  paid  30  cents  or 
more  each  as  compared  to  1 5 percent  of  those  who  purchased  them  ot  a chain  store 
supermarket  (Table  35).  It  should  be  borne  In  mind,  however,  that  the  higher  prices 
paid  at  independent  markets  end  specialty  stores  could  be  the  result  of  a differential 
In  the  quality  or  the  size  of  the  fruit  handled  by  the  various  establishments.  The  effect 
of  these  factors  an  prices  paid  cannot  be  measured  from  the  Information  obtained. 


TABLE  35.- 


1 prices  paid  for  avocados  by  stcre  types0 


Range  of  Prices  Stcre  Type Toto| 

Paid  Chain  Store  Independent  Specialty 

Supermarket  Market  Store 


29  cents 

30  cents  or  more 


Total 


No.  Pet.  No.  Pet.  No.  Pet.  No. 

6 13.04  1 6.47  7 

12  26.09  4 26.67  6 35.29  22 

21  45.65  5 33.33  3 17.65  29 

7 1 5.22  5 33.33  8 47.06  20 

46  100.00  15  100.00  17  100.00  78 


: who  hod  purchased  avocados  during  month  pro- 


CHAPTER  VI 


THE  FREQUENCY  WITH  WHICH  AVOCADOS  ARE  USS) 

The  potential  that  exists  for  an  expanded  market  for  avocadoe  has  bean  described 
thus  far  by  comparing  the  proportion  of  families  who  are  users  with  the  proportion  who 
txe  nan  users.  This  chapter  provides  Information  about  the  market  potential  which 
exists  for  that  portion  of  the  population  which  presently  knows  about  and  uses  avocados. 
Approximately  one-third  of  the  families  included  In  the  sample  survey  hod  purchased 
avocados  far  home  consumption  at  same  time  in  the  past.  These  homemakers  were 
questioned  regarding  the  rate  at  which  they  had  served  them  at  home  during  the  year 
preceding  the  Interview.  This  Information  was  used  in  on  effort  to  determine  whether 
those  who  presently  use  avocados  are  mostly  frequent  or  mostly  infrequent  users. 

The  rate  at  which  avocados  are  used  has  meaning  with  respect  to  the  direction 
of  future  promotional  programs.  Basically,  the  problem  is  one  of  attempting  to  Increase 
the  present  rate  of  purchase.  However,  advertising  appeals  directed  toward  Increasing 
purchase  rates  would  likely  be  lass  remunerative  If  most  are  found  to  be  frequent  users. 
As  an  alternative,  the  ma|or  emphasis  might  be  directed  towcxd  encouraging  the  Initial 
use  of  avocados  by  the  remaining  two-thirds  of  the  population  who  ore  non  users.  If, 
however,  it  is  determined  that  the  purchase  rale  Is  low  among  the  users  of  avocados, 
the  problem  of  market  expaulon  becomes  one  of  Increasing  consumption  rates  among 
users  as  well  as  one  of  encouraging  the  Initial  use  anong  nonusers. 


OF  Um  During  Year  Preceding  The 


Among  the  families  represented  by  this  sample,  avocados  were  o relatively 
Infrequently  used  product.  Three  out  of  tan  did  not  remember  serving  them  in  the  past 
year . Only  5 percent  had  served  them  as  often  at  cnce  a week  and  another  5 percent 
as  often  at  two  or  three  times  a month  during  the  past  year.  Sixteen  percent  had  served 
them  only  cnce  or  twice  during  this  period  of  time  (Table  36). 

TABLE  36. — Rate  at  which  avocados  wore  used  during  the  year  preceding  the  Interview0 


Cumulative 

Percent 


2 -3  times  a month 
Once  a month 
8-11  times  a year 
S - 7 times  a year 

1 - 2 timet  a year 
Served  but  did  not  know  how  often 
Not  served  In  past  year 
Not  ascertained 
Total 


27  5.01  5.01 

25  4.64  9.65 

68  12.62  22.27 

5 0.93  23.20 

31  5.75  28.95 

57  10.57  39.52 

88  16.33  55.85 

69  12.80  68.65 

167  30.98  99.63 

2 0j37 100.00 

539  100.00 


: with  rasped  to  the  rote  at  which  the/  had  purchased  them  during 


Differences  In  Use  Rates  As  Related  To 
Papulation  Characteristics 

Differences  associated  with  family  Income 

Far  those  households  In  which  avocados  were  used,  little  variation  existed 
among  the  three  Income  groups  with  reaped  to  frequency  of  use.  In  the  low  Income 
group  5 percent  of  the  respondents  had  served  them  as  often  as  once  a week  or  mare 
as  compared  to  4 and  6 percent  of  the  homemakers  In  the  medium  and  the  high  income 
groups,  respedlvely.  This  pattern  of  slight  vwlatlan  among  Income  groups  also  existed 
with  rasped  to  lesser  rates  of  use  during  the  yetr  preceding  the  Interview.  Ten  percent 
of  the  low  Income  group  hod  served  them  as  often  as  three  or  four  times  during  the 
preceding  year  as  compared  to  9 percent  of  the  high  income  group. 

The  proportions  which  had  not  purchased  avocados  during  the  past  year  were 
also  somewhat  similar.  Almost  38  percent  in  the  medium  income  group  hod  not  served 
avocados  at  all  during  the  past  year  os  compered  to  30  percent  in  the  low  Income 
group  and  27  percent  in  the  high  income  poup  (Table  37). 

Use  rates  in  white  and  nonwhite  families 

Among  those  who  use  avocados  at  home,  it  appears  that  nonwhite  families  are 
as  likely  to  be  frequent  users  as  are  white  families.  About  6 percent  of  the  nonwhite 
homemakers  had  served  avocados  as  often  as  once  a week  or  mare  during  the  past  year 
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TAILE  37 . — Rate  at  which  avocados  ware  mod  during  year  pracadlng  tha  interview 
by  families  ef  three  income  levels0 


2- 3  times  a month 
Once  a month 
5-11  times  a year 

3- 4  times  a year 
1 - 2 times  a year 


13.92  19  8.60 

20.89  34  15.38 


26.70  167 


158  100.00  221  100.00  539 


id  served  avocados  at 


os  com  pored  to  5 percent  of  the  white  homemakers  interviewed.  A slightly  higher  pro- 
portion of  the  nonwhlte  homemakers  reported  using  them  two  to  three  times  a month 


than  did  the  white  homem deers.  On  the  other  hand, 
what  more  likely  to  have  served  them  as  little  as  ones 


not  recall  the  frequency  with  which  they  had  served  avocados  during 
About  28  percent  of  tha  nonwhite  respondents  could  net  recall  as  com 


; frequently.  Tha 
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of  the  white  homemdrers  (Table  38).  If  thli  28  percent  were  distributed  proportionately 
among  tho  various  use  rates.  It  would  have  the  effect  of  Increasing  the  similarity 
between  the  rates  at  which  white  end  nonwhite  fmlllss  hod  served  avocados  during 
the  year  preceding  the  Interview. 


TABLE  38. —Rate  at  which  avocados  were  used  during  the  year  preceding  the  inter- 
view by  white  and  nonwhite  homemakers0 


2- 3  times  o month 

5-11  times  a year 

3- 4  times  a yerr 
1 - 2 times  a year 

Served  but  do  not  know  how  often 
Not  served  in  past  year 
Not  ascertained 
Total 


No.  Pet.  No. 
20  5.09  7 

15  3.82  8 

53  13.49  12 

32  8.14  4 

42  10.69  10 

68  17.30  16 

35  8.90  33 

126  32.06  30 

2 0.51  ... 

393  100.00  120 


13.3 


100.00 


27 

23 


36 

52 

84 


156 


513 


Age  os  a determining  factor  in  use  intensity 

Homemakers  over  50  years  of  age  were  more  likely  to  be  frequent  i 
avocados  then  were  the  younger  respondents.  Only  2 percent  of  the  home 


during  the  past 
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yea  at  compared  to  9 percent  of  thou  over  50  yean  of  age.  Homemaken  under  35 
yean  of  age  were  mere  likely  to  have  Mrved  them  about  once  o month  than  any  of 
the  other  age  classification!  (Table  39). 

TABLE  39.— Rote  at  which  avocados  were  used  during  the  year  preceding  the  Interview 
by  age  of  homemdeer0 


Once  a month 

3-4  times  a yea 
1 - 2 times  a yea 

Served  but  do  not  know 
how  often 

Not  served  in  past 
yea 


Linda  35 
No.  Pet. 

2 1.96 

3 2.94 

18  17.65 

9 8.82 

8 7.84 

19  18.63 

18  17.65 

25  24.51 


Yeors 
35-50 
No.  Pet. 

7 3.21 

14  6.42 

27  12.39 

12  5.51 

21  9.63 

28  12.84 

33  15.14 

74  33.94 


Total 

Ova  50 

No.  Pet.  No. 
18  8.61  27 

7 3.35  24 

21  10.05  66 

15  7.18  36 

27  12.92  56 

40  19.14  87 

16  7.65  67 


65  31.10  164 


100.00  218 


0.92  2 

100.00  209  100.00  529 


°Homemdcers  who  hod  served  avocados  at  home  some  time  prlu  to  the  Intavlew. 
The  effect  of  education  upon  use 

Homemakers  with  a lower  educational  baekepound  had  used  avocados  lose  fre- 


quently thai  those  with  a higher  educational 


I os  compared  to  about  15  percent  of  than  who  had  attended  grammar 


school.  Ot  those  respondents  who  hod  attended  or  completed  grammar  school,  27 
percent  had  served  avocados  only  once  or  twice  during  the  post  yecr  as  compmed  to 
10  percent  of  those  who  had  attended  or  completed  college  (Table  40). 

fanlly  composition 

It  has  been  shown  that,  In  general,  avocados  are  a product  which  Is  used  only 

but  little  with  respect  to  fanlly  composition,  that  Is,  families  with  adults  only  appear 
about  os  likely  to  use  avocados  Infrequently  as  do  families  with  children.  Of  those 
fanllles  with  adults  only,  16  percent  hod  served  avocados  onee  or  twice  during  the 
past  year.  Also,  about  16  percent  of  those  fanllles  with  adults  and  children  under 
seven  and  families  with  adults  and  children  seven  to  eighteen  had  served  avocados 
only  once  or  twice  during  the  past  year.  Of  those  families  with  chlld*en  of  both  age 
classifications,  19  percent  had  served  avocados  os  often  as  once  or  twice  during  the 
peat  year.  The  data  Indicated,  however,  that  families  with  adults  only  were  somewhat 
more  likely  to  be  frequent  users  of  avocados.  Of  those  families  with  adults  only,  about 
7 percent  hod  purchased  avocado*  as  often  os  once  a week  or  more  during  the  past  year. 
Only  1 percent  of  the  families  with  adults  and  children  seven  to  eighteen  years  of  age 


and  1 percent  of  the  families  with  adults  and  children  of  both  age  classifications  hod 
served  avocados  as  often  as  once  a week  ar  mare  dirlng  the  past  year  (Table  41). 

Availability  As  A Factor  Influencing  Use  Rates 
Those  respondents  who  stated  that  avocados  ware  usually  available  at  the  food 


stores  where  they  shopped  hod  served  avocados  more  frequently  then  hod  those  who 
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Indicated  they  wars  seldom  or  never  available.  Avocados  were  served  about  once  a 
month  by  16  percent  of  those  who  said  this  fruit  was  usually  available.  Only  8 percent 
of  those  who  Indicated  that  avocados  were  seldom  available  had  purchased  them  as  often 
as  once  a month  during  the  year  preceding  the  interview.  Almost  one-half  of  those  who 
said  avocados  were  never  available  had  not  purchased  them  during  the  past  year.  In 
contrast,  about  ane-foirth  of  those  who  thought  avocados  were  usually  available  hod 
not  served  them  at  home  during  this  time  (Table  42). 

TABLE  42.  — Relationship  between  availability  of  avocados  and  rate  at  which  avocados 
were  used  during  year  preceding  the  interview0 


Availability 

Rata  of  Use  Total 

Usually  Seldom  Never 

Available  Available  Available 


Once  a month 
5-11  times  a year 
3 - 4 times  a ye<* 

1-2  times  a year 
Served  but  do  not  know 
how  often 

Not  served  in  past 
year 

Not  ascertained 
Total 


No.  Pet.  No. 

17  5.47  8 

21  4.75  4 

49  15.75  13 

23  7.39  10 

37  11.90  15 

50  16.08  29 

38  1 2.22  25 

76  24.44  51 


311  100.00  156 


Pat.  No.  Pet. 
5.13  1 3.23 

2.56  

8.33  2 6.45 

6.41  2 6.45 

9.62  2 6.45 

18.59  5 16.13 

16.03  4 12.90 

32.69  14  45.16 

0.64  1 3.23 

100.00  31  100.00 


No. 

26 

25 

64 

54 

84 

67 

141 


498 


who  had  i 
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Factors  Accounting  For  The  Infrequent  Use  Of  Avocados 
The  frequent  use  of  avocados  in  the  diet  Is  restricted  to  comparatively  few 
fan!  lies.  Among  those  homemakers  who  hod  on  some  occasion  served  avocados  to 
their  families  or  in  their  homes,  over  three-fourths  had  not  served  them  as  frequently 
as  once  a month  during  the  year  preceding  the  interview.  With  infrequent  users,  the 
problem  of  market  expression  is  not  one  of  introduction,  but  Is  one  of  finding  ways  to 
increase  consumption  rotes.  In  order  to  obtain  information  which  might  Indicate  how 
this  could  be  accomplished,  all  homemakers  who  hod  on  occasion  served  avocados  at 
home,  but  who  hod  not  ;*rved  them  as  frequently  as  once  a month,  were  questioned  in 


in  effort  to  ascertain  the  mi 


about  one-half  gave  reasons  pertaining  to  taste  considerations.  Infrequent  use  was 
the  consequence  of  the  housewife's  personal  dislike  for  their  taste  in  a comparatively 


large  number  of  cases  os  reported  by  16  percent  of  the  homemakers.  Dislike  of  the 
taste  on  the  pat  of  the  housewife  or  her  husband  accounted  for  almost  one-fourth  of 
the  total  reasons  given  for  not  serving  them  more  often.  The  taste  reactions  of  children 
were  rather  unimportant  os  a reason  for  not  serving  them  frequently  (Table  43). 

Cost  and  nutritional  considerations  were  relatively  unimportant  as  roasens  for 
infrequent  use.  Only  17  percent  mentioned  these  factors.  An  additional  12  percent 
of  the  respondents  stated  they  used  them  Infrequently  because  they  were  not  readily 


available  on  the  maket  or  because  those  found  on  the  make!  were  not  of  preferred 


quality.  About  7 pa  cent  stated  they  served  avocados  infrequently  because  of  reasons 
patalnlng  to  o lack  of  knowledge  of  this  fruit;  that  is,  they  were  unfamilla  with  how 
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TABLE  43. — Reasons  given  by  homemakers  for  the  Infrequent  use  of  avocados0 


Children  do  not  like  to 


Pertaining  to  availability 


Too  high  In  price 
Nutritional  consideration 


rtalning  to  knowledge  of  avocados 
Serves  only  on  special  occasions 
Not  familiar  with  how  to  serve  avo 
Not  familiar  with  how  to  buy  avoa 
Other 

Iscellaneous  considerations 

Coes  not  prepare  many  meals  at  hoi 
Respondent  does  not  do  shopping 


Not  ascertained 


with  during  year  preceding  the  Intervi 


or  how  to  buy 


fteosons  for  infrequent  use  os  related  to  family  income 

With  respect  to  the  reasons  far  the  Infrequent  use  of  avocados,  cast  considerations 
were  somewhat  more  Important  to  fanllles  with  low  Incomes  than  to  families  with  high 
Incomes.  About  13  percent  In  the  low  Income  group  served  them  Infrequently  because 
of  their  high  price  as  compared  to  only  7 percent  of  those  In  the  high  income  group. 

Low  Income  fanllles  were  also  more  likely  than  the  other  Income  groups  to  be  Infrequent 
users  because  of  the  nonavailability  of  this  fruit  on  the  rnrkot.  About  t9  percent  In 
the  low  Income  roups  gave  unavailability  as  a reason  for  Infrequent  use  as  compared 
to  7 percent  In  the  high  Income  group  (Table  44).  It  might  be  expected  that  unavail- 
ability would  be  a more  Important  reason  for  Infrequent  use  by  low  Income  families 
since  avocados  are  less  accessible  to  this  segment  of  the  population.  Considerations 
of  taste,  the  most  recurring  reason  given  by  respondents  fa  Infrequent  use,  were  some- 
what more  Important  to  families  with  medium  and  high  incomes  than  lo  families  with 
law  incomes. 


Reasons  given  by  white  and  nonwhite  homemakers 

Nonwhite  respondents  placed  more  emphasis  upon  considerations  of  cost  and 
availability  as  reasons  for  Infrequent  use  than  did  white  homemakers.  About  15  per- 
cent of  the  nan  white  families  served  avocados  infrequently  because  of  their  high  prlee; 
only  7 percent  of  the  white  homemakers  mentioned  cost  considerations  as  reasons  fa 
Infrequent  use.  About  17  percent  of  the  non  white  families  and  10  pa  cent  of  the  white 
families  had  bought  them  infrequently  In  the  past  because  of  their  nonavoilabllfty  at 
the  food  staes  where  they  usually  bought  grocales  (Table  45). 


TABU  44. —Reasons  given  by  homemakers  of  three  Ino 


Taste  considerations 

Pertaining  to  availability 
Cost  considerations 
Nutritional  considerations 


47  37.91  74  56.92 

23  18.55  14  10.77 

16  12.90  10  7.69 


Not  ascertained 


124  100,00  130  100.00  163  100.00  417 


frequently  than  once  a month  during  year  preceding  the  interview. 


I ABU  45.— lieosora  qlven  by  white  and  nonwhite  I 

iu  of  avocados0 


Reasons  for  Infraquant  Ua 

White 

Total 

No. 

Pet. 

No. 

Pet. 

No. 

Irate  coral da  rations 

144 

47.53 

34 

38.71 

180 

Pertaining  to  availability 

31 

10.23 

14 

17.20 

47 

Crat  cosol  derations 

21 

4.93 

14 

15.05 

35 

2S 

8.25 

4 

4.45 

31 

Pertaining  to  lock  of  farawladga 

24 

7.92 

5 

5.38 

29 

Other 

37 

12.21 

4 

4.45 

43 

CO  not  know 

8 

2.44 

1 

1.08 

9 

13 

4.29 

9 

9.68 

22 

Total 

303 

100.00 

93 

100.00 

394 

I who  had  iwvod  avooadra  at  horn*  at  aome  Hn  but  lev 


frequently  th 
unclassified  c 


67 


Infrequent  use  and  oga  of  homemokor 

Homemakers  under  35  yoan  of  age  placed  more  emphasis  upon  taste  as  a reason 
for  infrequent  use  then  did  the  elder  age  groups.  The  younger  homemakers  placed  less 
emphasis,  however,  upon  nutritional  considerations  as  reasons  for  Infrequent  use. 
Among  those  homemakers  under  35  years  of  oge,  4 percent  mentioned  nutritional  con- 
siderations as  factors  Influencing  Infrequent  use.  Nutrition  was  of  major  importance 
to  8 percent  of  those  respondents  35  to  50  yea’s  of  age  and  9 percent  of  those  over 


50  years  of  age  (Table  46). 

TABLE  46.  — Reasons  given  for  Infrequent  use  of  avocados  by  age  of  homemaker0 


Yews 

Infrequent  Use 

Bel 

iw  35 

35-50 

Over  50 

No. 

Pet. 

No.  Pet. 

No 

Pet. 

No. 

Taste  considerations 

43 

54.43 

80  47.62 

63 

38.65 

186 

’’SftJI* 

7 

8.86 

2)  12.50 

18 

11.04 

46 

Cost  considerations 

10 

12.66 

11  6.55 

15 

9.20 

36 

considerations 

3 

3.80 

14  8.33 

15 

9.20 

32 

Pertaining  to  lack 
of  knowledge 

6 

7.3? 

15  8.93 

10 

6.14 

31 

Other 

5 

6.33 

16  9.52 

26 

15.95 

47 

Do  not  know 

2 

2.53 

2 1.19 

6 

3.68 

10 

Not  mrarMinmi 

3 

3.80 

9 5.36 

10 

6.14 

22 

Total 

79 

100.00 

168  100.00 

100.00 

410 

"Homemakers  who  hod  served  avocados  at  home  at  same  time 
than  orce  a month  during  the  year  preceding  the  Interview. 


but  lets  frequently 


CHAPTER  VII 


MANNER  IN  WHICH  AVOCADOS  ARE  USED 
The  preceding  discussions  hove  bean  devoted  primarily  to  examining  the 
potential  that  exists  for  on  expanded  total  nxxket  for  avocados.  This  potential  has 
been  described  In  terms  of  the  extent  to  which  consumers  presently  know  about  and 
use  avocados.  From  the  information  obtained  about  those  who  use  them.  Inferences 
have  been  mode  concerning  the  proportions  which  con  be  classified  either  os  frequent 
users  or  infroquont  users.  This  Information  provides  a basis  for  decisions  relating  to 
the  over-all  approach  or  approaches  to  be  used  in  an  attempt  to  Increase  the  total 
sales  of  avocados  throu^i  promotional  activities.  It  has  been  established  that  obout 
two-thirds  of  the  consumers  ore  nonusers  of  avocados.  Of  these,  a substantial  pro- 
portion are  totally  unfamiliar  wilh  them.  Furthermore,  the  occasional  use  of  avocados 
is  characteristic  of  most  of  those  who  purchase  them  for  home  consumption. 

Among  those  who  are  totally  unfamiliar  with  avocados,  the  problem  Is  one  of 
Introduction.  A general  promotional  approach  designed  os  an  introductory  measure 
would  also  appear  appropriate  for  those  who  are  faniliar  with  avocados  but  are  non  users. 
With  this  group,  the  emphasis  must  also  be  placed  upon  encouraging  the  initial  use  of 
avocados.  The  problem  Is  somewhat  different,  however,  for  that  portion  of  the  popu- 
lation which  currently  knows  about  and  uses  avocados.  For  them,  the  objective  of 
future  promotional  activity  will  be  to  Increase  the  rate  at  which  avocodos  are  presently 
purchased. 
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i about  and  usa  avocado*,  a largo  proportion  purchases 


them  only  occasionally.  For  most  of  these  families,  avocados  apparently  constitute 
on  extremely  small  portion  of  the  total  diet.  In  this  study,  an  effort  was  mode  to 
Isolate  the  major  reasons  for  the  Infrequent  use  of  avocados.  This  Involved  obtaining 
information  about  the  manner  of  use,  the  opinions  about,  and  the  preferences  far  avocados. 
A knowledge  of  Iho  reasons  for  Infrequent  use  defines  more  specifically  the  obstacles  to 
be  overcome  In  an  effort  to  increase  the  rate  at  which  avocados  are  used.  Therefore, 
more  objective  decisions  con  be  made  relating  to  the  specific  areas  which  may  need 
to  be  emphasized  In  future  promotional  appeals. 

The  manner  in  which  avocados  were  most  generally  used  by  homemakers  Is 
examined  In  terms  of  (a)  experiences  with  avocados  purchased  during  a specified  time 
period,  that  is,  during  the  month  prior  to  the  Interview  and  (b)  experiences  with 
avocados  purchased  some  time  in  the  past  without  reference  to  a particular  period  of 
time. 

Recent  Use  Experience* 

Among  those  homemakers  who  had  purchased  avocados  during  the  preceding 
month,  about  seven  out  of  ten  served  them  as  a salad  with  about  31  percent  specifying 

* Substantial  memory  bias  Is  likely  to  occur  when  respondents  are  asked  to  recall 
circumstances  surrounding  a specific  happening  in  the  distant  post.  This  would  bo  espe- 
cially true  If  it  involved  recalling  a relatively  minor  food  out  of  the  substantial  assort- 
ment of  products  that  ore  used  as  foods.  For  this  reason,  questions  pertaining  expressly 
to  the  last  purchase  of  avocados  wore  asked  only  of  those  who  had  served  them  In  their 


frequently  mentioned  i 


with  dressing  and  plain  with  chesslng,  bath  of  which  accounted  for  only  6 percent  each 
(Table  47). 


TABLE  47 . —Manner  in  which  last  purchase  of  avocado  was  served0 


Salad  (unspecified) 

Fruit  salad 
Vegetable  salad 
On  lettuce  with  dressing 
Plain  (unspecified) 

Plain  with  dressing 

Plain  with  salt  and  lemon 

Plain  with  sugar 

Plain  with  vinegar 

Spread 

Appetizer 

Other 

Not  ascertained 


36  34.95 

32  31.07 

7 6.80 

6 5.83 

4 3.88 

6 5.83 

1 0.97 

1 0.97 

3 2.91 

2 1.94 

2 1.94 

2 1.94 

1 0.97 

103  100.00 


“Homemakers  who  hod  purchased  avocados  during  month  preceding  the  Inter - 


vocado  are  ukd  almot  exclusively  i 


homemakers  interviewed.  An  additional  14  percent  Indicated  that  their  last  purchase 


TABLE  48. — Meals  at  which  last  purchase  of  avocados  was  served0 
Meal  Number  Percent 


Breakfast  2 1 .94 

Lunch  14  13.59 

Dinner  83  80.58 

Ware  not  served  at  mealtime  3 2.92 

Not  ascertained  1 0.97 

Total  103  100.00 


° Homemakers  who  had  purchased  avocados  during  month 
preceding  the  Interview. 


Method  of  storage 

Two  out  of  throe  homemakers  stored  their  last  purchase  of  avocados  In  the 
refrigerator.  Some  who  stored  avocados  in  this  manner  wrapped  them  beforehand. 
Almost  one -fourth  of  the  homemakers  kept  their  last  purchase  of  avocados  at  room 
temperature  until  they  were  oaten  (Table  49). 

Apparently  consumers  generally  purchase  avocados  only  one  to  two  days  before 
they  Intend  to  serve  them.  Only  17  percent  of  the  homemakers  stated  they  stored  their 
last  purchase  of  avocados  more  than  four  days  (Table  50).  This  means  that,  at  the  time 
they  are  purchased,  avocados  are  very  neer  the  stage  at  which  consumers  regard  them 
as  edible.  Consequently,  in  order  to  deliver  the  most  preferred  fruit  at  the  point  of 


scessary  to  consider  the  maturity  stage  of  avocados  both  i 


TABLE  49. — Mannar  in  which  lest  purchase  of  i 


i stored0 


Manner  Stared  Number  Percent 


In  refrigerator  (not  wrapped)  59  57.28 

In  refrigerator  (wrapped)  9 8.74 

Not  refrigerated  24  23.30 

Other  methods  of  storage  2 1.94 

Did  not  store  but  used  Immediately  7 6.80 

Not  ascertained  2 1.94 

Total  103  100.00 


“Homemakers  who  had  purchased  avocados  during  i 
preceding  the  Interview. 


TABLE  50.  —Number  of  days  last  purchase  of  avocados  was  stored0 


Number  of  Days 

One 

Two 

Three 

Not  ascertained 
Total 


31 

22 


21.36 


11  10.68 

18  17.47 

21 20.39 

103  100.00 


“Homemakers  who  had  purchased  avocados  during  month 
preceding  the  interview. 


The  importance  that 


possible  effectiveness  of  Increased  merchandising  activity  at  the  retail  level.  For 
•xortpiu,  cm  effort  might  be  made  to  acquaint  retailers  with  the  procedures  involved 
In  determining  the  maturity  stage  of  avocados  and  with  the  edibility  of  avocados  at 
vcrlous  stages  of  ripeness.  The  retailer  may  then  be  encouraged  either  to  display 
only  the  most  edible  fruit  first  or  to  arrange  the  display  so  that  avocados  of  different 
maturity  stages  can  be  so  indicated  to  the  customer. 

Although  various  methods  could  be  employed,  placing  pamphlets  In  whole- 
sale packs  might  be  on  effective  means  of  distributing  informational  material  to 


Satisfaction  with  last  purchase 

In  cm  effort  to  disoover  whether  avocados  on  the  market  mode  a favorable  or 
an  unfavorable  impression  when  they  were  consented,  homemakers  were  asked  to 
express  their  satisfaction  or  dissatisfaction  with  their  last  purchase.  Among  the 
recent  users  only  2 percent  expressed  seme  dissatisfaction  with  the  avocados  they 
had  purchased  last  (Table  51). 

TABLE  51  .—Indication  of  satisfaction  with  last  purchase  of  avocados0 


Satisfactory 
Not  satisfactory 
Not  ascertained 
Total 


ceding  the  interview. 
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Homemakers  who  had  served  avocados  at  homo  during  the  month  prior  to  the 


served  them  again.  About  one-holi  estimated  thot  they  would  likely  serve  them  of 
home  within  the  next  month . Of  these,  the  largest  proportion  estimated  thot  It  would 
be  within  one  week  (Table  57).  This  Finding  appears  reasonable  from  the  standpoint 
that  most  of  those  who  wore  recent  users  probably  would  also  be  frequent  users. 

TABLE  52. --Expected  time  interval  before  avocados  will  be  served 
again  as  indicated  by  respondent0 


Replies 

One  week 
Two  weeks 

Five  weeks 
Eight  weeks  or  more 
Do  not  know 
Not  ascertained 
Total 


°Homemakors  who  hod  purchased  avocodos  during  month  pre- 
ceding the  Interview. 


ol  Use  Experience 

>f  avocados  by  a substantial  share  of  thi 


product  in  the  home  i 


regarding  their  general  un  of  avocados. 


I doubt,  these  responses  contain  o mixture 


of  unknown  proportions  of  fact  and  opinion.  They  ere  important,  nevertheless,  since 
they  reflect  the  Irame  of  reference  within  which  homemakers  look  upon  avocados  as 
a food,  even  though  they  (re  only  occasional  users.  This  information  is  relevant, 
therefore,  to  the  development  of  techniques  for  Inducing  consumers  to  increase  their 

Most  froquent  manner  of  use 

Responses  to  questions  pertaining  to  the  usual  methods  of  serving  avocados 
differed  little  from  responses  to  questions  pertaining  to  the  use  of  the  lost  purchases. 
Apparently,  consumers  are  generally  unfamiliar  with  a wide  variety  of  uses  or  they 

About  three-fourths  of  the  respondents  indicated  they  usually  served  avocados 
as  a salad.  Twenty-one  percent  specified  fruit  salad  and  6 percent  vegetable  salad, 
whereas  41  percent  mentioned  a salad  without  specifying  a particular  kind.  An 
additional  16  percent  Indicated  they  usuolly  served  avocados  plain  or  plain  with 
some  sort  of  dressing  (Tcdsle  53). 

Circumstances  under  which  avocados  are  generally  served 

Practically  all  homemakers  indicated  they  generally  served  avocados  at  meal- 
time. The  purchasing  of  avocados  exclusively  fer  serving  at  times  other  than  at  meals 
was  found  in  only  5 percent  of  tho  cases.  About  70  percent  of  the  respondents  stated 


they  served  1 
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TABLE  53.  —Manner  In  which  avocados  are  mad  generally  served” 


Vegetable  salad 
Fruit  and  vegetable  salads 
On  lettuce  with  dressing 
Other  salads 
Plain  (i  ^specified) 

Plain  with  dressing 
Plain  with  salt  aid  lemon 
Plain  with  salt 
Plain  (other) 


Do  not  know 
Not  ascertained 
Total 


0 Homemakers  who  had  served  avocados  at  home  same  time 
prior  to  the  Interview. 

at  both  lunch  and  dinner.  Only  4 percent  generally  served  avocados  at  lunch  (Table  54). 

Less  than  1 8 percent  of  the  homemakers  Indicated  they  sometimes  had  occasion 
to  serve  avocados  other  than  at  mealtime.  The  most  frequently  mentioned  occasion  was 
between -meal  snacks.  A lesser  number  stated  they  sometimes  served  avocados  at  parties 
and  club  meetings  (Table  55).  This  Indicates  that  avocados  are  not  prominently  used  in 
the  preparation  of  foods  for  various  entertainment  functions. 


Break  Fast 
Lunch 


prior  to  tho  interview. 


TABLE  55.  —Occasions  other  than  mt 


in  avocados  are  served0 


Between  meal  snacks 
Evening  snacks 


Club  meetings 
Do  not  serve  at  oth 
Not  ascertained 
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>ars  of  ago  ora  somewhat  more  likely  to  servo  avoe 
>n  occasions  other  than  at  mools  than  are  older  homemakers.  About  25  percent  or 
espondents  under  35  years  of  age  said  they  served  avocados  on  occasions  other  the 
neats,  whereas  this  was  true  for  only  15  percent  of  the  homemakers  over  50  and  I' 
jercent  of  those  35  - 50  years  of  age  (Table  55). 


16.97  32  15.31 

75.69  164  78.47 


102  100.00  218  100.00  209  100.00 


“Homemakers  who  hod  served  avocados  at  home  some  time  prior  to  the  Interview. 


The  serving  of  avocados  on  occasions  other  thoi  at  meals  was  also  more  typical 
of  those  homemakers  who  were  frequent  users.  Almost  one-half  of  those  who  had  served 
avocados  as  often  as  once  o week  during  the  past  year  served  them  on  occasions  other 
than  at  meals.  Avocados  were  served  on  occasions  other  than  at  meals  by  only  25  per- 


i (Table  57). 


100 

When  homemakers  were  asked  if  the/  ml^it  be  more  likely  to  serve  avocados 
on  special  occasions  such  as  holidays  and  pallet,  an  affirmative  response  was  obtained 
in  about  one  out  of  three  cases.  Homamokers  In  the  low  income  group  were  more  likely 
to  hove  served  avocados  on  special  occasions  then  wore  homemakers  In  the  high  Income 
group.  About  one-half  of  the  respondents  in  the  low  Income  group  Indicated  a likelihood 
of  serving  avocados  on  special  occasions  as  compared  to  13  percent  and  32  percent  in 
the  medium  and  the  high  Income  groups,  respectively  (Table  58). 

TABU  58. —Indications  pertaining  to  whether  avocados  are  served  on  special  occasions 
by  level  of  family  income0 


Replies 


Serve  on  special 


Pet.  No. 


79  49.38  20  12.56  70  31.67  169 


Total 


77  48.12  137  86.71 

4 2.50  1 0.63 

160  100.00  158  100.00 


66.97 

1.36 

100.00 


362 

8. 


“Homemakers  who  had  served  avocados  at  home  some  time  prior  to  the  interview. 


Non  white  homemakers  indicated  a greater  likelihood  of  serving  avocados  on 
special  occasions  than  did  white  homemakers.  Over  one-half  of  the  nonwhite  home- 


»f  the  white  respondents  (Table  59). 


TABLE  59.~li 
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Indications  pertaining  to  whether  avocados  are  served  an  special  occasions 
by  white  and  nanwhite  homemakers0 


Replies 


Serve  on  special  occasions 
Do  not  servo  an  special 

Not  ascertained 

Total 


Nonwhile 
No.  Pci. 

63  52.50 


Total 


166 


45.00  340 


2.50  7 

100.00  513 


aHomemakers  who  had  served  avocados  at  home  same  time  pric 
view  except  those  unclassified  as  white  or  nonwhite. 


Those  who  had  served  avocados  on  special  occasions  usually  served  them  at 
psrtles  or  on  holidays.  About  49  percent  mentioned  serving  avocados  at  parties  and 
44  percent  mentioned  holidays.  A very  small  number  of  respondents  mentioned  dub 
meetings  and  picnics  (Table  60). 


TABLE  60. — Special  occasions  on  which  avocados  are  more  likely  to  be  served0 


Number 


s ted  a likelihood  of  serving  avocados 
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Among  the  homemakers  Interviewed  in  the  low  income  stratum,  58  percent 
indicated  they  would  be  more  likely  to  lerve  avocado*  on  holiday*  at  compared  to 
29  percent  of  the  hl^i  income  fanilies.  Conversely, respondent*  In  the  high  Income 
group  were  more  Inclined  to  mention  pa-ties  rather  than  holiday*  os  special  occasions 
on  which  they  were  more  likely  to  serve  avocados  (Table  61). 

TABLE  61 Special  occasions  on  which  avocados  are  served  by  fanlly  Income0 


Holidays 
:iub  meetings 


Fanlly  visits 


Pet.  No.  Pet. 


Among  the  nonwhite  respondents,  60  percent  said  they  might  serve  avocados 
on  holidays  os  compared  to  35  percent  of  the  white  homemakers  Interviewed.  White 
homemakers  were  more  inclined  to  mention  patios  as  special  occasions  on  which  they 
would  be  more  likely  to  serve  avocados  (Table  62). 
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TABLE  62.— Special  occasions  on  which  avocados  were  served  by  white  aid  nonwhite 


Holidays 

Parties 

Club  meetings 
Picnics 
Family  visits 
Not  ascertained 
Total 


No.  fct. 
38  60.32 

18  28.57 

4 6.35 

1 1.59 

2 3.17 

63  100.00 
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homemakers  who  Indicated  a likelihood  oF  serving  avocados  on  special 
ipt  those  unclassified  as  white  or  nonwhite. 


Use  of  avocados  as  a complementary  food 

It  appears  that  the  use  of  avocados  is  not  associated  with  any  particular  types 
of  foods.  Only  12  percent  of  the  respondents  Indicated  a likelihood  of  having  a 
specific  main  dish  at  meals  when  avocados  are  served.  This  would  seem  to  Indicate 
that  avocados  do  not  complement  principal  foods  In  the  meal  menu. 

Of  those  who  said  they  might  serve  a specific  main  dish  with  avocados,  over 
50  percent  mentioned  sane  variation  of  red  meat.  These  responses  pertained  largely 
to  seme  Farm  of  beef.  The  next  most  frequently  mentioned  foods  served  with  avocados 
ware  fowl  which  accounted  for  27  percent  and  seafoods  which  acemmtsd  far  1 1 percent 


(Table  63). 


TABLE  43 . —Main  dishes  that  are  likely  to  be  served 


with  a vocoders  ot  mealtime0 


Main  Dish  Number  Percent 


33  £.23 

17  27.42 

7 11.29 


62  100.00 


aHomemakers  Indicating  a likelihood  of  having 
a specific  main  dish  when  avocados  are  served . 


General  observations  about  the  use  of  avocados 

The  usual  manner  and  occasion  for  serving  avocados  may  have  o substantial 
bearing  upon  the  low  rate  at  which  they  ore  used  In  the  homo.  Avocados  are  served 
in  a restricted  number  of  ways,  limited  almost  exclusively  to  mealtime  and  more 
specifically  to  the  dinner  meal . Furthermore,  they  are  generally  not  regarded  as  a 
food  which  complements  principal  Items  an  the  meal  menu. 

These  findings  os  relaled  to  reasons  for  infrequent  use  have  meaning  for  future 
advertising  approaches  designed  to  Increase  the  rate  at  which  avocados  ere  purchased 
by  those  who  presently  know  about  and  use  them.  In  view  of  the  restricted  number  of 
ways  In  which  they  me  used,  promotional  appeals  Indicating  a variety  of  ways  in  which 
avocados  can  be  served  might  prove  effective.  The  suggestion  to  homemdters  of  new 
uses  for  avocados  might  also  encourage  their  use  at  times  other  than  at  meals.  For 
example,  emphasis  could  be  placed  upon  the  use  of  avocados  In  the  preparation  of 
foods  peculiar  to  various  entertainment  functions. 
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Li  mi  tad  the  Experience  And  Nonuse 


other  than  in  I ha  home 

About  one-fourth  of  the  homemolteri  Interviewed  In  the  survey  indicated  they 
■ten  avocados  but  had  never  served  them  at  home.  These  respondents  were 
oned  specifically  to  ascertain  the  reasons  for  this  general  use  pattern.  Most  of 
commented  they  hod  eaten  avocados  In  the  homes  of  friends  or  relatives,  or  at 
of  employment.  Some  hod  eaten  them  ot  various  types  of  public  eating  estab- 


By  far  the  largest  number  indicated  the  avocados  they  1st  ate  were  served  as 
. Over  one-half  mentioned  some  sort  of  salad  and  20  percent  said  they  were 
plain  (Table  64). 


TABLE  64.  —Replies  to  the  question 


Manner  Served 


who  sold  they  I 
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ll  has  been  shown  that  a dislike  for  the  taste  of  avocados  is  one  of  the  major 
reasons  for  their  Infrequent  use  and  also  far  the  corapleto  look  of  use  in  the  home. 
Among  those  who  had  eaten  avocados  but  not  at  home,  55  percent  expressed  a dislike 
for  their  taste  and  almost  80  percent  commented  that  other  members  ot  the  fanlly  dis- 
liked their  taste  (Tobies  65  and  66). 

TABLE  65. -Replies  to  the  question:  ’Do  you  like  ovocados?”a 
Replies  Number  Percent 


180  40.82 

242  54.87 

19 4.31 

441  100.00 


TABLE  66.— Indications  pertaining  to 
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Aside  from  taste  considerations,  however,  there  were  other  Important  reasons 
for  nonuse  In  the  home.  This  was  shown  by  questioning  further  those  homemakers  vdlo 
replied  that  either  they  or  seme  member  of  their  family  liked  the  taste  of  avocados. 

Of  this  group,  about  one  out  of  three  Indicated  they  did  not  purchase  them  because 
some  other  family  member  disliked  their  taste.  In  comparison  to  taste  considerations, 
the  cost  and  the  lack  of  availability  of  avocados  were  of  lass  Importance.  Of  greater 
sign!  ficance  than  cast  considerations  was  the  general  unfanlllarlty  with  avocados  as 
a food,  that  Is,  It  simply  never  occurred  to  the  homemaker  to  purchase  them.  Also, 
about  one  out  of  tan  hcmemckers  did  not  serve  avocados  at  home  as  a result  of  a lack 
of  knowledge  concerning  how  to  buy  them  or  how  to  prepare  them  for  serving  (Table  67). 

TABLE  67. — Reasons  for  not  serving  avocados  at  home0 


Respondent  or  fcsnlly 
like  taste 


Cost  considerations 
Lack  of  availability 
Other 

Not  ascertained 


57  29.53 

33  17.10 

21  10.88 

17  8.81 

12  6.22 


14  7.25 

27  13.99 


Only  those  homemakers  who  said  they  or  some  family 
member  liked  the  taste  of  avocados. 


Indicated  an  awareness  of 


avocados  but  had  never  eaten  one.  An  effort  was  made  to  ascertain  some  of  the 
factors  Influencing  the  nonuse  of  avocados,  that  Is,  factors  other  than  o complete 
lock  of  knowledge.  Reasons  given  by  these  respondents  for  not  using  avocados  varied 
considerably. 


Ihs  nonuse  of  avocados  was  significantly  related  to  their  appearance.  About 
22  percent  had  not  purchased  them  because  their  appem-once  led  the  homemaker  to 
believe  she  or  some  family  member  would  not  like  their  taste.  About  18  percent  gave 
reasons  pertaining  to  lock  of  knowledge  about  this  fruit,  such  as  not  knowing  how  to 
buy  them  or  to  preptre  them  for  serving.  An  additional  8 percent  Indicated  they  did 
not  pur  chaw  them  because  they  did  not  like  to  try  new  foods.  About  15  percent  of 
the  homemdcers  merely  indicated  they  had  no  interest  in  serving  avocados  and  6 per- 
cent commented  the  possibility  never  occurred  to  them  (Table  68). 

Cost  considerations  were  relatively  unimportant  as  reasons  for  nonuse.  That 


Id  be  generally  unfanlliar  wi 


rs  of  avoaadas.  This  finding  has  implications,  h« 


promotional  activity  In  which  the  Industry  might,  as  an  introductory  measure,  assume 
the  costs  Involved  In  offering  avocados  at  below  normal  prices  at  the  retail  level.  For 
this  segmont  of  the  population,  few  added  sales  could  be  expected  since  cost  does  not 
appear  to  be  o limiting  factor  In  the  Initial  use  of  avocados. 


General  observations  about  II; 


se  of  avocados  in  th 
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Appearance  lad  respondent  to  believe  die 


No  curiosity  concerning  avocados 
Never  had  an  opportunity  to  try  avocados 
Does  not  like  to  Iry  new  foods 
Possibility  never  occurred  to  respondent 
Cost  considerations 

Inability  to  buy  avocodos  where  respondent 
shops 


Does  not  know  why 
Not  ascertained 
Total 


Number 


93  21.53 

76  17.59 

66  15.28 

42  9.72 

31  7.18 

24  5.56 

15  3.47 

9 2.08 

21  4.86 

39  9.03 

16  3.70 

432  100.00 


se  families  in  which  the  ho 


been  discussed  from  the  standpoint  of  those  homemakers  who  either  knew  about  but 
had  never  eaten  them  or  had  eaten  them  but  not  at  home.  Homemakers  of  these  two 
classifications  accounted  for  about  one-half  of  (he  total  sample.  It  has  been  estab- 
lished that  an  additional  one-fifth  of  the  respondents  were  totally  unfamiliar  with 
them.  This  means  that  the  nonuse  of  this  fruit  is  a substantial  problem  In  relation  to 
the  direction  of  future  promotional  programs. 

A dislike  for  tho  taste  of  avocados  was  a major  reason  for  the  nonuse  of  this 
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fruit  by  there  who  had  eaten  them  but  at  places  other  than  at  home.  Evan  with 
Increases  in  product  quality,  attitudes  of  this  nature  may  bo  hard  to  change.  However, 
a general  lack  of  familiarity  with  them  was  olso  an  Important  reason  for  nonuse  by  this 
group.  Furthermore,  It  was  the  mast  Important  reason  for  nonuse  by  those  who  knew 
about  them  but  hod  never  eaten  one.  This  Indloates  that,  with  non  users,  the  problem 
Is  largely  one  of  Introduction.  More  specifically.  It  indicates  the  possible  effectiveness 

that  con  supplement  existing  diets. 


CHAPTER  VIII 


OPINIONS  ABOUT  AND  PREFERENCES  FOR  AVOCADOS 
In  Chapter  VII,  the  usual  manner  and  occasion  for  serving  avocados  were 

examination  of  the  reasons  far  infrequent  use  involved  obtaining  information  concerning 
homemakers'  opinions  about  and  preferences  far  avocados.  Although  subjective  In 
nature,  the  opinions  and  preferences  of  homemakers  Indicate  the  general  frame  of 
reference  within  which  consumers  regard  avocados  as  a food.  From  this  information 
some  of  the  important  barriers  to  market  promotion  con  be  determined. 

Homemakers1  Opinions  About  The  Food  Value  Of  Avocados 

opinion  as  to  whether  they  thought  they  ware  hlrfi,  average,  or  low  in  food  value. 

This  group  included  the  nonusers  os  well  as  those  who  hod  used  them  at  some  time  In 
the  post,  lho  number  of  homemdters  having  on  opinion  obout  the  food  value  of  avocados 
was  only  slightly  greater  than  the  number  not  oxpressing  an  opinion.  Among  those  who 
offered  an  opinion,  more  than  two-thirds  thought  they  were  high  in  food  value  and 
most  of  the  remaining  one-third  Ihought  they  were  overage  In  food  value.  A very 
small  number  thought  they  were  low  In  food  value  (Table  69). 

Most  of  those  homemokers  who  held  no  opinion  with  respect  to  the  food  value 
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TABLE  69 .--Homemaker!1  opinions  about  the  food  value  of  avocados0 
Opinion  Number  Percent 

523  37.06 

202  14.32 

20  1.42 

663  46.99 

3 0.21 

1,411  100.00 

“those  homemakers  who  were  familiar  with  avocados. 

those  who  had  never  eaten  an  avocado,  72  percent  expressed  no  opinion  regarding  their 
food  value.  In  comparison,  only  24  percent  of  those  who  hod  served  avocados  at  heme 
held  no  opinion.  In  each  category,  a majority  of  those  homemakers  who  had  on  opinion 
thou^ii  avocados  were  relatively  high  In  food  value  (Table  70). 


Relation  between  Income  and  opinions  about  food  value 

Respondents  in  tho  high  income  stratum  of  the  sample  more  commonly  regarded 
avocados  as  being  high  In  food  value  than  did  respondents  in  the  low  mid  the  medium 
Income  strata.  About  41  percent  of  those  In  the  hl^s  income  croup  thought  avocados 
were  high  in  food  value  os  compered  to  38  percent  In  the  medium  income  group  and 
32  percent  In  the  low  Income  group.  Homemakers  included  In  the  low  Income  stratum 
of  the  son  pie  were  more  likely  to  think  of  avocados  as  being  about  overage  In  food 


classifications  (Table  71). 
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TASLC  70.  — Hamnctan?  opinions  about  the  food  value  of  avocado,  by  laval  of 
fanlllarlty  and  uaaa 


Opinion 

Laval  ol 

1 Fanlllarlty  and  Ibo 

Nat  Gotan  or  Served 
at  Home 

Eaton  but  Nat  Served 
ot  Homo 

Served  at 
Horae 

Mb 

Pet. 

No. 

Pw. 

No. 

fa. 

Mb. 

High 

77 

17.91 

143 

32.43 

303 

56.42 

523 

Ave rap. 

38 

8.84 

72 

16.33 

92 

17.13 

202 

Low 

4 

0.93 

5 

1.13 

11 

2.05 

20 

50.11 

131 

24.40 

663 

Total 

430 

100.00 

441 

100.00 

537 

100.00 

1,408 

°1haM  hoaemnfcea  ud»  won  familiar  with  ■ 


TABLE  71. — The  opinion*  of  hom*m*er»  of  Ibraa  Income  lavob  about  the  feed  value 
of  ova  podgy* 


No. 

Pet. 

No. 

Pet, 

Mb 

Pet. 

No. 

Hieh 

143 

32.28 

171 

37.83 

209 

40.74 

523 

106 

23.93 

49 

10.84 

47 

9.16 

202 

Lew 

10 

2.26 

5 

1.11 

5 

0.98 

20 

50.22 

252 

49.12 

Total 

443 

100.00 

452 

100.00 

513 

100.00 

1,408 

°lhaw  hamaaal  jo  who  ware  fanlllar  with  avacadoc. 
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of  family  income.  For  this  reason,  opinions  regarding  the  food  value  of  avocados 
were  examined  to  determine  whether,  within  o use  experience  category,  significant 
variations  existed  among  Income  groups.  It  was  found  that,  when  ana  use  experience 
category  was  considered  (for  example,  the  nonusers)  I ittle  variation  existed  among 
Income  groups.  For  instance,  about  as  maty  nonusers  in  the  low  income  group  thought 
they  were  high  in  food  value  as  did  the  non  users  in  the  high  Income  group.  This  was 
also  true  for  homemokers  of  different  roeiol  groups  aid  educational  levels.  Fa  this 
reason,  the  relationdilpe  between  opinions  regarding  food  value  of  avocados  and  family 
income,  race,  and  educational  level  ae  diown  and  discussed  Independently  of  the 
use  experience  categories. 

Slightly  less  that  one-half  of  the  nonwhite  respondents  having  an  opinion 
thought  they  were  overage  in  food  value,  whereas  about  eight  out  of  ten  of  the  white 
homemokers  offering  on  opinion  thought  they  was  high  In  food  value.  About  38  per- 
cent of  the  non  white  homemokers  hod  no  opinion  about  the  food  value  of  avocados  os 
compared  to  necrly  one-half  of  the  white  respondents  (Table  72). 

TABLE  72.— The  opinions  of  white  ond  nonwhite  homemakers  about  the  food  value  of 


Opinion White Nonwhite  Totol 


No.  Pet.  No.  Pet.  No. 
High  409  40.38  83  28.13  492 

Average  96  9.48  90  30.51  186 

Low  9 0.88  10  3.39  19 

No  opinion  499  49.26  112  37.97  611 

Total  1,013  100.00  295  100.00  1,308 


classified 
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Educational  level  of  homemaker  and  opinions  about  food  value 

Respondents  with  o pood  educational  background  generally  bald  tha  opinion 
that  avocados  wore  high  in  food  value.  About  one-half  of  the  homemakers  who  hod 
attended  college  Indlcoted  they  thought  avocados  were  high  in  food  value  os  compared 
to  only  27  percent  of  those  who  had  attended  grammar  school . Those  homemakers  who 
did  not  offer  cm  opinion  with  rogord  to  the  food  value  of  avocados  tended  to  have  a 
lower  level  of  education  (Table  73) . 

Opinions  About  The  Wee  Of  Avocados 
In  addition  to  attitudes  regarding  food  value,  homemakers  were  asked  to  state 
an  opinion  about  the  price  of  avocados.  They  were  asked  whether  they  thought  the 
price  n high,  low,  or  about  right  In  relation  to  the  price  paid  for  other  foods,  lhe 
n ember  offering  an  opinion  was  about  equal  to  the  number  who  were  not  familiar  enough 
with  the  price  of  avocados  to  offer  on  opinion. 

Among  those  who  held  on  opinion,  slightly  more  thon  one -ho  IF  thought  avocados 
were  high  in  price,  whereas  slightly  less  thon  one -ho  If  thought  the  price  was  about 
right.  About  1 percent  thought  ihey  were  low  in  price  (Table  74). 

Most  of  those  not  having  an  opinion  about  price  were  those  who  hod  hod  very 
limited  use  experience  with  this  fruit.  Among  those  who  said  they  knew  about  avocados 
but  had  never  eaten  one,  nearly  eight  out  of  ten  held  no  opinion  regarding  their  price. 
This  was  also  true  for  about  60  percent  of  those  who  hod  eaten  on  avocado  but  hod 
never  served  this  fruit  in  the  home. 


thought  thot  the 
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TABLE  74 . — Homamtkeri1  opinions  about  the  price  of  avocados0 


Opinion 

High 

Low 

About  right 


Not  ascertained 
Total 

“Those  homemakers  famlllc 


Number 

365 

7 

305 


1,409 


Percent 

25.90 

0.50 

21.65 

51.38 

0.57 

100.00 


avocados,  however,  homemakers  were  more  likely  to  think  of  avocados  as  being  high 
In  price  that  about  right  In  price  (Table  75). 

TABLE  75.  — Homemakers'  opinions  about  the  price  of  avocados  by  level  of  familiarity 
and  uso° 


High 

About  right 
No  opinion 
Total 


Level  of  Familiarity  and  Use 


Pet-  No.  Pet.  No.  Pet.  No. 

12.76  107  24.65  203  38.37  365 

8.35  66  15.21  203  38.37  305 

78.89  261  60.14  123  23.26  724 

431  100.00  434  100.00  529  100.00  1,394 


No. 

55 

340 


Those  homemakers  famllic 


' with  avocados. 


Opinions  about  the  pries  of  avocados  varied  but  slightly  among  ths  three 
income  group*.  For  example,  28  percent  of  the  homemakers  in  the  low  income  stratum 
of  the  sample  thought  the  price  of  avocados  was  high  as  compared  to  27  percent  and 
24  percent  of  the  homemakers  in  the  median  and  ths  high  Income  strata,  respectively. 
Homemakers  in  the  high  Income  group  were,  however,  somewhat  less  likely  to  express 
an  opinion  about  ths  cost  of  avocados  than  were  respondents  in  the  medium  and  the 
low  Income  groups  (Table  76). 


TABLE  74.— The  opinions  of  homemdcers  of  three  Income  levels  about  the  price  of 


No.  Pet.  No.  Pet.  No.  Pet.  No. 


High  125  28.47  120  26.79  1 20  23.67  365 

About  right  115  26.20  93  20.76  97  19.13  305 

No  opinion  199  45.33  235  52.45  290  57.20  724 

Total  43?  100.00  448  100.00  507  100.00  1,394 


The  opinions  of  white  ond  nonwhite  homemakers  about  price 

avocados  thon  were  the  white  homemakers.  This  wss  evidenced  by  the  fbet  that  56 
percent  of  the  white  homemakers  expressed  no  opinion  about  the  price  of  this  fruit  os 
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the  nonwhile  homemakers  were  of  the  opinion  that  avocados  were  high  In  price  as 
compared  h>  25  percent  of  the  white  homemakers  (Table  77). 

TABLE  77 . --The  opinions  of  white  and  nonwhite  homemakers  obout  the  price  of 
avocados0 


Opinion  White  Non  while  Total 

No.  Pet.  No.  Pet.  No. 

High  249  24.35  92  31.29  341 

About  right  196  19.56  91  30.95  287 

No  opinion  557  55.59  111  37,76  668 

Total  1,002  100.00  294  100.00  1,296 


a Those  homemakers  familiar 


Seasons  for  opinions  obout  price  of  avocados 


high  In  price.  The  responses  to  this  Inquiry  varied  considerably.  Approximately  29 
percent  thought  Ihey  were  high  In  price  because  the  (mount  of  food  obtainable  was 
less  in  relation  to  other  foods  of  comparable  price.  Soma  of  these  were  possibly 
referring  to  the  food  obtainable  In  a volume  sense  and^ others  probably  had  reference 
to  the  nutTltlonol  value  of  avocados  in  relation  to  other  foods  of  comparable  price. 
More  directly,  quasllty  was  Important  to  cm  additional  16  percent  since  they  thought 
the  size  of  avocados  was  small  in  relation  to  their  price.  Nineteen  percent  thought 
avocados  ware  high  In  price  becouse  of  their  scarcity  an  the  mrnket.  Other  reasons 

avocados  hr  serving  (Tidsla  78). 
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TABLE  78.— Seasons  given  by  homemakers  for  ihe  opinion  that  avocados  ere  high 
In  price® 


*"  roHw<fUdsam°Unf 

Small  for  price 
Scarcity 


Because  of  extra  food  value 
Perishable 

Poor  quality  of  avocodos  available 
Do  not  know 
Total 


aOily  those  homemakers  who  thought  the  price  of  avocados  was  high. 

Opinions  of  homemakers  about  the  food  value  end  the  price  of  avocados  were 
obtained  from  all  respondents  who  were  familiar  with  them.  The  remaining  opinion 
type  questions  were  unique,  however,  in  that  they  pertained  primarily  to  the  attitudes 
of  homemakers  with  respect  to  the  use  of  avocados  In  the  home.  Therefore,  attitudes 
about  and  preferences  for  avocados  with  respect  to  their  use  were  obtained  from  only 


i experience  with  them. 
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Effect  Of  Quality  Upon  Purchasing  Decisions 
Most  of  those  who  use  avocados  apparently  regard  them  as  a specialty  product 
and  as  o food  item  to  be  served  only  occasionally.  This  being  true,  the  quality  of 
avocados  an  the  market  may  have  special  significance  with  respect  to  the  rate  at  which 
they  are  purchased.  Since  avocados  ora  not  a staple  food,  consumers  would  likely  be 
aiare  willing  to  forego  purchasing  them  If  the  available  supply  is  of  Inferior  quality. 

On  the  other  hand,  avocados  of  good  quality  may  suggest  their  use  on  occasions  whan 
the  food  shopper  would  not  have,  otherwise,  thought  of  purchasing  them. 

About  one-half  of  the  homemakers  indicated  they  hod  purchased  avocados  when 
they  hod  not  thought  cfcout  buying  them  before  they  went  to  the  food  store.  The  impulse 
buying  of  avocados  appears  closely  related  to  their  external  appearance . Die  single 
most  Important  reason  given  far  impulsive  or  unanticipated  purchases  was  that  the 
avocados  available  were  of  good  external  oppeaonce.  Nine  percent  had  purchased 
avocados  because  they  were  available,  12  percent  because  avocados  added  variety 

the  family  especially  liked  their  taste  (Table  79). 

About  one-fourth  of  the  users  said  there  had  been  times  when  they  had  intended 
to  purchase  avocados  but,  after  examining  them  at  the  food  store,  decided  not  to  buy 
any.  Almost  one-half  of  these  hoarandten  did  not  purchase  the  avocados  available 
because  they  were  not  of  the  preferred  deyee  of  firm  ness.  Of  these,  27  percent 
indicated  they  were  too  soft  end  23  percent  said  they  were  too  hard  far  Immediate 
use.  Avocados  were  not  purchased  by  1 1 percent  of  the  homemakers  because  of  "brown 
spots"  end  by  13  percent  because  they  were  of  undesirable  appearance.  About  12  percent 
did  not  purchase  the  avocados  available  because  they  were  too  high  in  price  (Table  80). 
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TABLE  79. — Reasons  given  by  homemakr 

m for  unanticipated  buying  of  avocados0 

(taasons 

Number  Percent 

Good  external  appearance 
Respondent  rememborad  that  member 
of  family  likes  thorn 
To  add  variety  to  menu 
Price  factor 

Avocados  were  available 

Likes  to  try  new  foods 
Attractive  display 
Were  of  preferred  ripeness 
Had  not  served  recently 
Do  not  know 
Not  ascertained 
Total 

92  36.08 

39  15.29 

30  11.76 

19  7.45 

23  9.02 

17  6.67 

7 2.75 

7 2.75 

6 2.35 

5 1.96 

10  3.92 

255  100.00 

Only  Nna  homemakers  who  had  made  unanticipated  purchases  in  the  past. 
TABLE  80.— Reasons  given  by  homamakers  for  not  buying  avocados  found  on  market11 


Reason 

Number  Percent 

Too  soft 

Too  hard  for  immediate  uso 
Brown  spots 

Undosirable  appearance  (unspecified) 
Other  quality  factors 
Price  factor 
Other 

Not  ascertained 

38  26.76 
32  22.53 
15  10.56 
19  13.38 
11  7.75 
17  11.97 
6 4.23 
4 2.82 

142  100.00 

Only  those  homemakers  who  had  not  purchased  avocados  after  examining 
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Othor  footers  offectlng  row  of  uss  of  avocodos 

Considerations  of  taste  were  most  Import*!  In  the  decisions  of  homemakers  to 
use  avocados  In  Hie  family  food  plan.  Approximately  one-half  of  the  homemdeers 
Indicated  they  bought  this  fruit  beoause  they  liked  the  teste.  Ihe  next  mast  frequent 
reason  given  for  buying  avocados  was  that  they  added  variety  to  meal  menus.  Few 
mentioned  that  they  bought  avocados  because  of  their  food  value  (Table  81). 

TABLE  81 .— Roosens  given  by  homemakers  for  buying  avocados0 


Taste  factor 


Adds  variety  to  menu 
Food  value 

Combines  well  with  other  foods 
Good  for  special  occasions 


Not  ascertained 
Total 


Number  Percent 

267  49.54 

61  11.32 

26  4.82 

19  3.52 

11  2.04 

6 1.11 

23  4.27 

52  9.65 

74 13.73 

539  100.00 


“Homemakors  who  had  served  avocados  at  home  some  time  prior 
to  the  interview. 


Vrhen  the  homemaker  was  asked  If  there  was  anything  that  she  or  some  member 
of  her  family  disliked  about  avocados,  an  affirmative  response  was  given  In  about  37 
percent  of  the  cases.  Further  questioning  revealed  that  these  dislikes  pertained  largely 
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to  taste  considerations  (Table  82).  About  29  percent  of  the  homemakers  Indicated  a 
personal  dislike  for  the  taste  of  avocados,  15  percent  mentioned  the  husband  as  a 
fanlly  member  disliking  their  taste,  and  17  percent  Indicated  the  family  dislikes  their 
taste  without  mentioning  a particular  member.  About  9 percent  said  the  children  of 
the  family  did  not  Ilka  the  taste  of  avocados.  Compared  to  the  taste  factor,  cast  end 
nutritional  considerations  were  relatively  unimportant. 


TABLE  82. — Homemakers'  dislikes  for  avocados0 


Dislikes 


Considerations  of  taste 

Family  does  not  like  them 
Husband  does  not  like  them 
Children  do  not  like  them 
Respondent  does  not  like  them 

Sometimes  avocados  are  bitter 
Other  considerations  of  taste 
Nutritional  considerations 
Cost  considerations 


“Only  those  homemakers  who  had  particular  dislikes  for  avocados. 


As  a further  Indication  of  the  Importance  of  taste  In  the  decision  to  purchase 
avocados,  about  one-half  of  the  homemakers  bought  them  because  some  particular 
member  of  the  family  especially  liked  them.  In  about  40  percent  of  the  instances. 

It  was  the  housewife  herself  who  liked  them.  In  about  24  percent  of  the  cases,  the 
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husband  was  named  end  in  about  5 percent  the  chllcken  were  named.  A fondness  on 
the  part  of  the  homemaker  and  at  least  one  other  member  of  the  family  was  found  In 
about  30  percent  of  the  cases  (Table  83). 


TABLE  83.— Members  of  family  for  whom  avocados  were  especially  purchased® 


Husband 

Husband  and  other  members  of  family 
Children 

0‘her  members  of  family 
Total 


39.57 


70  29.79 

20  8.51 

36  15.32 

II  4.68 

5 2,13 

235  100.00 


In  order  to  establish  the  attitude  of  cansuners  about  present  use  rates,  home- 
makers were  asked  whether  any  of  the  family  members  would  like  to  have  avocados 
served  In  the  home  more  frequently.  About  40  percent  of  the  homemakers  Indicated 
that  they  cr  same  member  of  the  family  would  like  to  have  avocados  more  often  than 
they  customarily  served  them.  Among  the  family  members  mentioned,  the  homemaker 
was  Included  In  about  70  percent  of  the  csaes  and  the  husband  in  about  16  percent 
(Table  84). 

Attitudes  about  present  ase  rates  differed  somewhat  anong  Income  groups  and 


i often0 


Husband  and  others 
Children 

Children  and  others 
Not  ascertained 
Total 


94  42.92 

55  25.11 

15  4.85 

20  9.13 

7 3.20 

1 0.44 

27 12.33 

219  100.00 


aOnly  those  households  v4 


er  desired  avocados  be 


also  between  white  and  nonwhite  homemakers.  Almost  one -hoi  f of  those  In  the  law 
income  stratum  of  the  sanpla  indicated  they  or  some  member  of  their  family  would 
tike  to  have  avocados  served  more  often  as  compared  to  41  percent  and  35  percent 
of  those  in  the  mediim  income  and  the  high  Income  strata,  respectively  (Toble  85). 
Further,  the  more  frequent  use  of  avocados  was  desired  by  47  percent  of  the  non- 
white homemakers  as  compared  to  39  percent  of  the  white  respondents  Interviewed 
(Table  86). 

Present  rate  of  use  compared  with  prior  year 

Those  homemakers  who  had  hod  on  occasion  to  servo  avocados  in  the  home 
were  asked  to  estimate  the  rate  at  which  they  were  presently  using  them  as  compared 
to  the  rate  at  which  they  were  using  them  a year  ago.  A majority  of  the  respondents 
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No.  Pet.  No.  Pet.  No.  Pet.  No. 
Yes  77  48.43  64  40.51  78  35.29  2|9 

No  80  50.31  93  58.86  140  63.35  313 

Not  ascertained  2 1.26  1 0.63  3 1.36  6 

Total  69  100.00  158  100.00  221  100.00  538 

“Homemakers  who  had  served  avocados  at  home  at  some  time  prior  to  the 
Interview.. 


TABLE  86.— Responses  of  white  and  nonwhite  homo  makers  to  the  question:  ‘Would 
you  or  any  member  of  your  fcntlly  llko  to  have^vocados  more  often  than  you  now 


While  Nonwhito  Total 

No.  Pet.  No.  Pet.  No. 

154  39.18  56  47.06  210 

235  59.80  62  52.10  297 

4 1.02  1 0,84  5 

393  B0.00  119  100.00  512 


“Homemakers  who  had  served  avocados  at  home  at  some  Hme  prior  to  the 
interview  except  those  unclassified  as  white  or  nonwhito . 
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Indicated  they  wore  presently  using  avocados  at  about  the  same  rats,  6 percent  told 
they  were  using  more,  end  about  one-fourth  estimated  they  were  wing  less  (Table  87). 
Most  of  those  who  ostlmated  they  were  using  fewer  avocados  than  a year  ego  were 
found  to  be  extremely  infrequent  users.  A large  proportion  had  not  served  avocados 
at  all  during  the  past  year.  As  a result,  the  estimate  that  they  were  presently  using 
less  avocados  would  probably  appear  to  these  homemakers  to  be  the  mast  plausible 
response  to  this  Inquiry.  Far  this  reason,  the  proportion  of  homemakers  who  said  they 
wore  using  less  avocados  at  the  present  time  was,  perhaps,  overemphasized. 

TABLE  87 . —Kate  at  which  avocados  were  being  used  as  compared  to  ana  yam-  ago0 


Mare  than  one  year  ago 
Less  than  one  year  ago 


Not  ascertained 
Total 


34  6.31 

134  24.86 

326  60.48 

16  2.97 

29 5.38 

539  100.00 


a Homemakers  who  hod  served  avocados  at  home  some  time  prior  to  the 
interview. 


References  For  Avocados  Grown  In  Different  Reducing  Areas 
Homemakers  Interviewed  in  this  survey  did  not  possess  a preference  for  avocodos 
culer  area.  This  was  shown  in  two  ways.  First,  over  one-half  of  the 
a were  unable  to  mention  more  than  one  locale  as  an  avocado 


grown  in  a partlc 
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producing  area  J Second,  among  the  users  who  were  familiar  with  two  or  more  pro- 
ducing areas,  only  11  percent  Indicated  a preference  for  ovocodos  from  one  or  more 
of  these  growing  oreas  (Table  88).  The  octual  number  of  respondents  Indicating  a 
preference  was  only  twenty-five.  This  number  was  not  considered  of  sufficient  size 
to  justify  further  consideration  of  the  cress  from  which  avocados  were  preferred  or  of 
the  reasons  for  these  preferences. 


TA8LE  88.— Sepiles  to  the  question:  "Do  you  prefer  avocodss  from 
any  particular  growing  area?"0 


No 

Not  ascertained 


Total 


174 

26 

225 


11.11 

77.33 

11.56 

100.00 


prior 


Preferred  Degree  Of  Firmness  At  Time  Of  Purchase 
Most  of  the  homemakers  who  hssd  purchased  avocados  at  same  time  In  the  post 
expressed  o preference  with  respect  to  the  degree  of  firmness  of  the  fruit  at  time  of 
purchase.  It  has  been  previously  noted  that,  in  many  Instances,  hamemdcers  did  not 
pu'chase  those  avocados  available  because  they  were  not  of  the  preferred  degree  of 


See  Table  22  page . 


i-holf  of  the  homemakers  indicated  they  preferrod  avocados  firm 


as  compared  to  14  percent  who  preferred  those  thot  were  soft  ot  time  of  purchase 
(Table  8?) . The  principal  advantage  mentioned  by  homemakors  for  buying  fruit  firm 
in  textile  was  that  this  dog-eo  of  firmness  provided  considerable  flexibility  with 

purchase  was  made.  Conversely,  most  of  those  who  indicated  a preference  for 
avocados  that  were  soft  at  time  of  purchase  based  this  preference  on  the  reasoning 


TABLE  89. — Homemakers'  preference  with  respect  to  degoe  of  firmness 
of  avocodos  at  time  of  purchase0 


Firm 

Soft 


Do  not  know 
Not  ascertained 
Total 


248 

75 

26 

17 

19 


34 

539 


44.01 

13.91 


3.15 


7.98 

6.31 

100.00 


‘’Homemakers  who  had  served  avocados  at  home  some  time  prior 
to  the  interview. 
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Consumer  preferences  with  respect  to  the  degree  of  firmness  rest  largely, 
therefore,  upon  the  expected  time  Interval  between  purchase  and  use.  Even  though 
12  percent  of  the  respondents  indicated  that  their  preference  depended  upon  use,  a 
large  proportion  of  these  homemakers  were  referring  to  the  expected  lapse  between 
the  time  avocados  are  purchased  and  the  time  they  ore  used.  Homemakers  who  did 
not  anticipate  Immediate  use  preferred  avocados  that  were  firm,  whereas  those  who 
desired  to  use  them  Immediately  preferred  avocodos  that  were  soft  at  time  of  purchase. 

Preferences  With  Respect  To  Shape  Of  Avocados 
The  homemaker's  preference  was  determined  far  avocados  of  three  distinct 
shapes  (Figure  6) .“  The  avocado  designated  "A"  exemplifies  the  most  commonly 
marketed  Florida  fruit,  the  distinguishing  characteristic  being  Its  “peer"  shape. 
Avocado  "B"  represents  round  varieties  also  produced  in  Florida  but  marketed  In 
limited  quantities  In  comparison  with  "A  .“  The  avocado  shown  In  photoyoph  *C" 
is  considered  typical  of  fruit  commonly  produced  in  California  although  several  minor 
varieties  grown  in  Florida  possess  this  shapo  characteristic. 3 


*Ufe  size  black  and  while  photographs  were  used,  lhe  throe  photographs 
were  mounted  on  a single  placard  and  shown  slmultmeously  to  respondents. 

The  fruits  shown  in  photographs  "A"  and  “B"  are  typical  only  with  respect 
to  shope  sines  avocados  produced  In  Florida  mo  generally  larger  than  those  shown 
in  these  two  /Holographs.  Avocados  selected  for  the  test  were  equal  In  weigh'  ond 
wore  shown  actual  size  so  that  the  choices  made  by  homemrdeers  would  be  based  on 
shape  alone;  that  is,  an  attempt  was  made  to  hold  all  variables  constant  except  shape. 


> asked  the  following 


■I  have  here  a youp  of  three  pictures.  I would  like  far  you  to 
look  at  them  and  think  of  them  as  being  three  different  kinds  of 
avocados  In  a store.  ^Then  tell  me  which  avocado  you  would  buy 

Respondents  were  asked  to  state  their  first  and  second  choices.  Practically  all  heme- 
makers  having  a preference  selected  as  first  choice  either  avocado  “A”  or  “C."  About 
44  percent  selected  avocado  "C“  os  a first  choice  whereas  33  percent  selected  the 
avocado  designated  "A.*  An  additional  12  percent  of  the  homemakers  had  no  preference 
for  any  of  the  throe  shapes  shown  to  them  (Table  90). 


TAILS  90.  --The  distribution  of  first  preference  for  avocados  of  three 
different  shapes0 


Not  ascertained 


Total 


176  32.65 
20  3.71 
239  44.34 


65  12.06 

_39 7.24 


0 Homemakers  who  had  served  avocados  at  home  some  time 
prior  to  the  Interview. 

bSee  page  132. 
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Tha  observed  difference  between  the  number  of  respondents  selecting  os  first 
choice  avocado  ”A“  or  "C"  was  signifleart,  that  Is,  the  probability  is  grooter  than 
95  percent  that  the  observed  difference  between  the  nunber  of  respondents  selecting 
"A"  or  "C"  did  not  occur  due  to  chance  olono.4  The  data  did  not  warrant  o test  for 
significance  of  the  difference  in  the  number  of  respondents  selecting  as  first  choice 
■A;"  “B,  * or  *C”  since  by  its  magnitude  the  number  selecting  “B°  clearly  indicated 
that  the  shape  Illustrated  by  this  pbotojyaph  was  least  preferred. 

The  full  order  of  preference  for  the  throe  shapes  of  avocados  tested  could  not 
be  assumed  from  the  number  of  respondents  selecting  as  first  choice  either  "A,"  "B," 
or  "C."  Therefore,  further  analysis  was  made  to  determine  the  first,  second,  and 
third  preference.  The  number  of  respondents  selecting  avocado  "A*  as  second  choice 
wa*  greater  than  the  number  selecting  "C"  or  "B,"  whereas  "B*  was  selected  as  third 
choice  more  than  either  "A"  or  "C"  (Table  91).  Consequently,  the  full  order  of 
preference  for  the  three  shapes  of  avocados  tested  was  determined  to  bo  "C,"  “A," 


^The  chi-square  test  was  used  to  test  the  hypothesis  that  thero  was  no 
statistically  signlficcnt  difference  between  the  two  observed  frequencies. 


Chl-squsre  - <*1  ~ ',)*  * i>2  - F j2  - (176  - 208)2  > (239  - 208)2  . , g 
F 208 

Since  9.8  > 3.8,  the  value  of  ehi-squore  at  the  95  percent  level  of  probability 
with  one  degree  of  freedom,  the  hypothesis  that  tha  observed  difference  between 
the  number  of  respondents  selecting  as  first  choice  avocado  "A"  or  "C"  was  due 
to  chrnice  alone  is  not  accepted.  See  G.W.  Snedecor,  Statistical  Methods  (Ames, 
Iowa:  Iowa  State  College  Press,  Fifth  Edition,  1956),  p.  18. 
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TABLE  91. —The  preference  order  for  ovocodos  of  throe  different  diaper0 


Total0 

CAB 


No.  Pot.  No.  Pet.  No.  Pet.  No.  Pet. 
Fht  239  54.94  176  40.46  20  4.60  435  100.00 

Second  157  36.94  197  46.35  71  16.71  425  100.00 

Third  36  8.47  54  12.71  335  78.82  425  100.00 


aHomemakers  who  hod  served  avocados  at  homo  some  time  prior  to  the  Inter- 
bSee  pose  132. 

cTan  respondents  who  expressed  a first  choice  Indicated  no  second  or  third 


CHAPTER  IX 


EVALUATION  OF  FINDINGS 

Description  Of  The  (Voblom  Involved  In  The  Market 
fVomotion  Of  Avocados 

The  problem  Involved  In  the  market  expansion  of  avocodos  is  closely  related 
to  the  extent  to  which  they  ore  presently  known  about  and  used.  The  entire  supply 
of  avocodos  marketed  for  home  consumption  Is  purchased  by  cqspraxltnately  one-third 
of  the  population  as  Indicated  by  this  sample  of  homemakers.  Further,  the  consumption 
rate  Is  generally  low  among  those  who  ptrchase  avocados  for  home  use.  Thus,  in 
practically  all  cxaes,  avocados  constitute  an  extremely  small  portion  of  the  total  diet. 

The  survey  results  suggest  that  a dislike  for  the  taste  of  avocados  Is  one  of 
the  Important  reasons  for  the  low  rate  at  which  they  are  consumed.  In  addition  to 
taste  considerations,  the  manner  and  occasion  for  serving  avocados  In  the  homo  appesr 
to  have  a substantial  bearing  upon  the  Infrequency  with  which  they  me  purchased. 
Avocados  ore  not  served  In  o wide  variety  of  ways.  Also,  the  occasions  for  serving 
them  are  restricted  almost  entirely  to  mealtime  and  mare  specifically  to  the  dinner 
meal.  Furthermore,  they  ore  not  regarded  by  homemakers  as  a food  which  complements 
principal  Items  on  the  meal  menu. 

A general  lack  of  fasnillcrlty  with  avocados  Is  chrxact  eristic  of  those  who  ere 
nonusers.  A substantial  proportion  of  the  nonusers  ae  totally  sxtfamlllv  with  avocados, 
while  others  are  only  vaguely  aware  of  them  as  a food.  Those  who  know  about  them 
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but  era  non  mar!  appear  to  bo  quite  unfamiliar  with  the  quality  chaacterlstlcs  of  thli 
fruit  os  wall  05  ways  In  which  they  can  bo  prepared  for  serving. 

Findings  related  to  existing  use  patterns  reveal  the  extensive  potential  that 
exists  far  an  expanded  market  for  avocados.  The  wide  divergence  In  the  general  use 
patterns  seems  to  indicate,  however,  that  two  distinct  problems  exist  with  respect  to 
market  promotion.  First,  the  widespread  nonuse  of  avocados  indicates  a need  for  pro- 
motional approaches  designed  primaily  as  on  Introductory  measure  or  to  encourage 
Initial  use.  Second,  the  fact  that  avocados  are  used  Infrequently  Indicates  the  possible 
effectiveness  of  promotional  oppeals  with  emphasis  on  Increasing  existing  purchase 
rates. 

Promotional  efforts  designed  as  an  Introductory  measure  and  those  designed  to 
Increase  existing  consumption  rates  are  somewhat  different  In  nature.  The  objective 

avocados  os  a food.  The  primary  purpose  of  the  latter  approach  would  be  to  encourage 
the  more  frequent  use  of  avocados  anong  those  who  presently  know  about  and  use  thorn. 
Since  the  two  objectives  ore  sufficiently  different  to  be  regarded  at  alternative  approaches 
for  future  promotional  prolans,  the  Industry  ml^it  consider  the  relative  merits  of  each 
in  promoting  the  sale  of  avocados.  It  should  be  recognized,  however,  that  the  two 
approaches  would  not  be  mutually  exclusive  to  the  end  of  market  promotion.  Efforts 
desipnad  10  Increase  existing  consumption  rates  anong  those  who  use  ovocodos  would 
hove,  to  some  extent,  the  effect  of  introduction  to  those  who  either  do  not  know  about 
or  who  know  about  but  do  not  use  avocados  In  the  home.  In  practically  all  instances, 
promotional  activity  will  hove  a dual  effect  of  this  nature.  However,  It  would  be 
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Inefficient,  and  perhaps  undesirable,  to  undertcfce  a promotional  program  Involving 
a balance  of  resources  between  Introduction  and  increasing  consumption  rotas.  From 
this  stmdpoint,  It  beeanos  necessary  for  Hie  Industry  to  read)  a decision  regcrdlng 
the  most  efficient  approach  to  be  employed. 

The  roost  apparent  advantage  of  an  introductory  approach  crises  as  a result  of 
Hie  proportion  of  the  population  who  aro  nonusers  of  avocados.  Those  who  have  had 
little  or  no  use  experience  with  them  appear  to  outnumber  Huso  who  see  avocados  In 
the  home  about  three  to  one.  Thus,  the  market  potential  appears  to  be  somewhat 


Lack  of  fanillarity  with  and  nonuse  of  avocados  appear  to  be  somewhat  more 
characteristic  of  low  and  medium  income  families  than  of  high  Income  families.  This 
means  that  Hie  problem  of  Introduction  applies  more  to  Hie  low  aid  medium  income 
group  while  Hie  problem  of  increasing  consumption  rotes  applies  more  directly  to  the 
high  Income  sepnent  of  Hie  population.  However,  avocados  are  a specialty  product 
and  in  o pure  quantity  sense  are  high  in  price  relative  to  most  other  fruits.  This  may 
constitute  a major  limiting  factor  to  the  use  of  avocados  by  low  income  families.  The 
level  of  family  Income  as  a limiting  factor  to  the  use  of  avocados  tends  to  diminish  Hie 
relative  attractiveness  of  an  introductory  approach  directed  toward  the  low  income 
segment  of  Hie  population.  However,  this  does  not  rule  out  the  use  of  an  introductory 
approach  In  future  promotional  programs.  Nonfanlllarlty  with  end  nonuse  of  avocados 
appear  to  be  widespread  among  all  income  groups.  As  an  indication  of  this,  only  four 
out  of  ten  homemakers  interviewed  in  the  high  income  stratum  of  the  sample  had  served 


timo  in  the  past. 
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From  Ifio  standpoint  of  the  consumer,  indications  ore  that  the  Immediate  problem 
In  the  market  promotion  of  avocados  Is  largely  one  of  Introduction  or  encouraging  initial 
use.  Firther,  promotional  approaches  of  as  introductory  nature  are  likely  to  be  most 
effective  if  directed  toward  the  medium  and  Hie  high  Income  segnents  of  the  population. 

Available  Resources  And  Market  Pr emotion 
The  practical  application  of  the  findings  of  this  study  to  the  problem  of  market 
promotion  requires  that  consideration  be  given  to  the  resources  available  for  promotional 
activity.  Extensive  efforts  carried  out  on  o notional  basis  would  entail  large  budgets 
far  promotional  programs.  From  the  stsidpoint  of  total  value  of  production,  tho  avocado 
Industry  represanls  a relatively  minor  segment  of  Florida  agriculture.  In  comparison  lo 
soma  of  the  major  crops  preducod  in  Florida,  the  resources  far  the  market  pr (motion 
of  avocados  are  limited. 

The  existence  of  limited  resources  suggests  the  possible  effectiveness  of  a 
sequential  attack  on  the  problems  of  market  promotion.  In  other  words,  initial  emphasis 
could  be  concentrated  in  a specific  area  rather  than  attempting  to  cope  with  the  over-all 
problem.  Since  the  immediate  problem  in  the  market  promotion  of  avocados  is  largely 
one  of  introduction,  it  would  seem  desirable  to  concentrate  initial  effort  on  this  type 
of  approach.  After  a period  of  time,  the  effectiveness  of  introductory  approaches 
may  tend  to  diminish  as  consumers  became  more  fanlllm  with  avocados.  Then  primwy 
emphasis  could  be  shifted  to  an  attempt  to  increase  the  rote  at  which  they  are  consumed. 
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A Consideration  Of  Alternative  Approaches 
To  Market  Promotion 

in  addition  to  decisions  about  the  use  of  programs  designed  to  introduce  avocados 
or  to  increase  consumption  rates,  the  Industry  might  consider  the  relative  merits  and 
limitations  of  alternative  promotional  techniques.  One  possible  approach  would  be  the 
use  of  mass  communication  madia  such  as  radio,  newspapers,  and  magazines.  An  alter- 
native approach  would  Involve  promotional  efforts  croang  the  vmious  marketing  agencies. 
The  problem  of  avocado  mcrketing  may  rest  not  only  with  the  consumer  but  also  with 
those  engaged  In  the  distlrbutlon  and  sale  of  this  fruit.  For  this  reason,  efforts  among 
those  engaged  In  the  marketing  of  avocados  may  bo  an  affective  means  of  msrket  pro- 

The  prima-y  advantage  in  the  use  of  mass  communication  media  for  advertising 
results  from  the  vast  audience  to  which  they  are  directed.  However,  the  casts  Involved 
In  some  media,  for  example,  those  carried  out  on  o national  basis,  would  likely  prohibit 
their  use.  Others,  with  as  wide  a distribution,  would  need  to  be  employed  on  a highly 
restricted  basis. 

One  method  by  which  a relatively  large  proportion  of  the  population  would  be 
axposed  to  promotional  effort  is  through  the  use  of  advertising  in  some  of  the  more 
promlnant  magazines  with  nation-wide  distribution.  In  view  of  the  current  budget  for 
market  promotion,  measures  of  this  nature  would  be  limited  to  a small  scale;  such  as, 
only  one  or  two  full  page  advertisements  during  a single  marketing  season.  However, 
since  the  Immediate  problem  in  the  market  promotion  of  avocados  appears  to  be  one 


of  introduction,  this  might  be  an  effectiv 
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Iha  use  of  newspapers  os  a medium  for  advertising  Is  perhaps  mare  consistent 
with  available  resources  than  Is  advertising  an  a national  basis.  Emphasis  could  be 
more  readily  concentrated  in  those  <reas  which  constitute  a comparatively  la-ge 
market  far  Florida  avocados.  As  a result  of  limiting  the  area  of  Interest,  the  frequency 
withvhich  consumers  ore  exposed  to  promotional  effort  could  be  materially  Increased. 

Of  course,  alternatives  exist  with  respect  to  the  size  and  appearance  of  advertisements 
as  well  as  to  the  emphasis  to  be  placed.  However,  the  fact  that  consumers  me  generally 
unfaniliar  with  avocados  suggests  the  possible  effectiveness  of  advertisements  Illustrating 
the  physical  characteristics  of  the  fruit. 

To  the  end  of  Increasing  the  effectiveness  of  promotional  effort  through  mass 
communication  media,  the  Industry  might  consider  informing  retailers  concerning 
Intentions  to  odvertlse  avocados.  This  might  Include  Iha  approximate  dates  Involved 
as  well  as  tho  roodlun  to  be  employed.  As  a result,  retailers  might  be  mere  inclined 
to  stock  avocados  and  they  might  also  be  Inclined  to  emphasize  avocados  In  their  own 
advertising  programs. 

It  has  boon  pointed  out  that  the  use  of  advertising  media  with  extensive  coverage 
would  necessarily  be  limited  to  a small  scale  because  of  available  resources  far  market 
promotion.  This  difficulty  may  be  partly  overcome  by  advertising  avocados  jointly 
with  another  agricultural  commodity,  such  as  grapefruit,  Florida  limes,  or  other  citrus 
fruits.  By  combining  resources  for  market  promotion,  a broader  coverage  may  be 
attained  than  could  otherwise  be  achieved  through  individual  efforts. 

Promotional  efforts  among  those  engaged  in  the  distribution  and  the  sole  of 
avocados  would  include  two  major  objectives.  The  first  would  Involve  an  effort  to 
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attain  a wide  distribution  of  avocados  among  retail  stores,  lbe  success  of  future  promo- 
tional programs  will  depend.  In  part,  upon  Hie  availability  of  avocados  to  consumers. 

In  oilier  words,  no  (mount  of  promotional  effert  can  be  successful  In  expanding  consumer 
demand  for  avocados  in  those  cases  where  they  ere  unavailable  in  retail  stores.  The 
results  of  this  study  indicate  that  avocados  are  seldom  or  never  available  In  a substantial 
nimber  of  retail  outlets.  Even  to  high  income  fan! lies,  it  appears  that  avocados  ore 
nor  extensively  available. 

The  fact  that  avocados  are  not  widely  used  complicates  Hie  problem  of  attaining 
a wide  distribution  among  retail  stores.  Avocados  are  a specialty  product  and  ore 
perishable  in  nature.  Small  retail  stores  may  find  it  unprofitable  to  handle  this  fruit 
If  It  is  necessary  to  purchase  If  In  wholesale  packs  that  are  unreasonably  large  in 
relation  to  normal  sales  volumo.  Industry  marketing  practices  must,  therefore,  be 
desijyied  to  cope  with  Hie  problem  of  retail  outlets  of  various  size  groups.  Small  whole- 
sale packs  may  make  It  feasible  for  re  toll  stores  of  limited  volume  to  handle  avocados. 
This  indicates  the  posslbla  effectiveness  of  making  available  wholesale  packs  of  various 
sizes.  Also,  individual  packs  containing  fruit  at  different  stages  of  maturity  may 
overcome,  to  same  extent,  the  problem  of  deterioration  which  may  occur  between  the 
time  of  shipment  and  Hie  time  when  the  entire  pack  Is  sold  In  retail  outlets. 

Additional  efforts  may  be  useful  in  aHaining  a distribution  of  avocados  among 
retail  outlets.  One  approach  would  include  an  effort  to  Improve  relaHons  with  those 
responsible  for  the  purchasing  of  avocados  for  retail  distribution.  In  this  case,  emphasis 
would  be  placed  upon  creating  an  awareness  of  the  availability  of  Florida  avocados. 
Distributors  and  handlers  could  also  be  kept  abreast  of  improved  marketing  practices 
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adopted  by  the  Florida  avocado  Industry. 

The  second  objective  of  promotional  efforts  among  those  engaged  in  the  marketing 
of  avocados  would  be  to  acquaint  rotation  with  ways  lo  Improve  methods  of  merchotdlslng. 
It  1s  recognized  lhat  much  additional  Information  is  needed  regarding  the  effects  of 
retell  store  practices  upon  sales.  Extensive  research  would  be  required  for  the  avocado 
Industry  to  recommend  to  retailers  the  adoption  of  effective  merchandising  practices. 

For  example,  decisions  relating  to  the  effects  of  pricing  In  multiple  units  or  by  the 
pound  or  count  could  be  objectively  tasted  by  resets- ch.  The  industry  could  then  acquaint 


and  tl 
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sek  of  familiarity  is  a likely  characteristic  of  those  engaged  In  the  distribution 
> of  this  fruit,  Store  displays  may  be  improved  by  acquainting  the  retailer 
it  of  determining  maturity  stage  of  avocados  and  with  the  edibility  of  this 
ious  stages  of  ripeness.  The  retailor  could  then  be  encouraged  to  display 
at  edible  fruit  a to  arrange  displays  so  that  avocados  of  different  maturity 


In  this  study.  It  was  found  that  a substantial  proportion  of  the  users  had  made 
Impulsive  or  uimticlpatod  purchases  of  avocados,  Purchases  of  this  type  may  be 
somewhat  more  prevalent  with  a specialty  product  than  with  a staple  food.  This  Indicates 
the  apparent  importance  of  displays  designed  to  attract  the  attention  of  customers  In 
retail  stores.  The  industry  might  consider  distributing  among  retailers  materials  designed 
to  increase  the  attractiveness  of  store  displays.  The  fact  that  these  materials  are  provided 

sarance  of  displays. 


Involve  little 


Promotional  activity  in  retail 


mass  commuilcation  media  In  that  this  typo  approach  would  readily  land  Itself  to  the 
concentration  of  effort  In  specific  oroas  of  Interest.  It  would  be  passible,  far  exmnple, 
to  concentrate  efforts  in  retail  stores  that  serve  families  of  relatively  high  incomes  as 
opposed  to  those  serving  families  of  lower  Incomes.  Other  divisions  could  be  made  on 
the  basis  of  different  racial  groups  as  well  as  stores  of  various  sizes  and  types  of  owner- 
ship. Emphasis  could  also  be  limited  to  pvticular  geographic  areas. 

There  are  at  least  two  factors  which  serve  as  limitations  to  promotional  effort 
among  the  various  marketing  agencies.  One  stems  from  the  fact  that  avocados  are  o 
specially  product.  In  other  words,  the  ma|or  concern  of  those  engaged  In  the  distri- 
bution and  the  sale  of  agricultural  commodities  is  likely  to  be  with  those  foods  which 
constitute  a relatively  large  proportion  of  the  total  sales  In  retail  outlets.  It  would 
be  moro  difficult  to  oncourago  retailers  to  Improve  methods  of  merchandising  for  a 
specialty  product  thru  for  o more  Important  food  item. 

The  costs  entailed  In  retail  stare  promotion  provide  a second  and  perhaps  a 
more  Important  limitation  to  this  type  of  octlvlty  by  the  avocado  industry.  Dealer 
service  promotion  would  Involve,  for  example,  the  employment  of  personnel  for 
work  In  retail  outlets.  In  any  event,  extensive  promotional  activity  at  the  retail 
level  on  a national  basis  would  not  be  possible  in  view  of  the  limited  resources 
available.  However,  the  Industry  might  consider  limiting  Initial  effort  to  a restricted 
area  such  as  a small  number  of  relatively  large  metropolitan  areas.  After  a period 
of  time,  emphasis  could  be  shifted  to  other  markets.  Concentrated  effort  In  a 
relatively  small  area  would  likely  be  moro  effective  than  a token  effort  which  would 
be  required  far  wide  geographic  areas. 
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Returns  From  Resources  Expended  For  Market  Promotion 
One  of  the  important  questions  facing  the  Florida  avocado  industry  is  whether 
resources  expended  for  promotional  activity  will  be  more  then  offset  by  added  sales 
resulting  from  such  efforts.  It  Is  difficult,  If  not  Impossible,  to  measure  the  effects  of 
promotional  activity  on  expanding  consumer  demand  for  an  agricultural  commodity. ' 
However,  some  of  the  basic  conditions  which  affect  the  possibilities  fir  increasing 
demand  can  be  examined.  It  is  also  possible  to  point  out  some  of  the  factors  which 
tend  to  affect  the  succetsfulness  of  advertising  approaches. 

One  of  the  barriers  to  increasing  the  aggregate  demand  for  farm  products  results 
from  the  fact  Hiot  there  is  o limit  to  the  total  amount  of  food  that  can  be  consumed.1 2 
Firthermore,  a large  proportion  of  the  population  generally  consumes  as  large  a quantity 


1 Wolf  points  out  the  general  inadequacy  of  analytical  procedures  employed  to 
evalimle  the  effects  of  advertising  farm  products  (Alois  F.  Wolf, "Advertising  Agricul- 
tural Products,"  Joumol  of  Farm  Economics.  Vol.XXVI,  No.  2,  May,  1944),  p.  327. 
In  most  Instances,  analyses  desisted  to  illustrate  the  effect  of  advertising  on  Increased 
soles  fall  to  consider  the  interrelationships  of  prices,  supplies,  consumer  income,  end 
competitive  commodities  as  related  to  farm  products. 

Crisp  concludes  that  very  little  progress  is  being  mode  In  the  way  of  developing 
techniques  for  measuring  the  effects  of  advertising  (R.D.  Crisp,  Morkotlng  Research. 
McGraw-Hill:  New  York,  1957),  p.  611.  He  attributes  this  to  the  complexities  of 
the  marketing  system  In  the  following  statement!  "ki  advertising,  the  variables  are 
so  numerous  and  their  combined  Influence  on  any  experiment  so  pervasive  that  process 
towa-d  acceptable  tools  far  measuring  advertising  effectiveness  has  bean  almost  non- 


2 Even  when  considering  both  depression  yea-s  and  years  of  relatively  high 
employment,  the  per  capita  consumption  of  food  has  romalned  fairly  constant  In  the 
Uilted  States.  The  range  in  the  index  of  per  capita  civilian  food  use  of  farm  com- 
modities dicing  the  period  1924-56  was  horn  a low  of  87  in  1935  to  a high  of  105  in 
1946.  See  U.  S.  Department  of  Apiculture,  Agricultural  Marketing  Service, 
Consumption  of  Food  In  the  Uilted  States:  September,  1957(Washlnflton:  U.S.  Govern- 
ment Mating  Offico),  Agricultural  Handbook  No.  62,  p.  48. 


146 


of  food  os  they  desire.  This  moons  lhotr  assuming  no  increases  in  population,  any 
increase  in  the  sales  of  one  commodity  results  largely  from  a substitution  of  this  product 
for  some  other  food. 

The  possibilities  ore,  therefore,  somewhat  cy eater  for  expanding  sales  of  a 
Particular  commodity  than  for  increasing  the  sale  of  all  foods.  It  Is  recognized, 
however,  that  avocados  <xe  a specialty  product  and  are  high  In  price  relative  to  most 
other  fruits.  Most  of  the  substitution  of  avocados  fcr  similar  foods  would  involve  on 
increase  in  total  expenditures  for  food.  It  1s  generally  assumed  that  a relatively  constant 
proportion  of  family  Income  is  spent  for  food/*  There  Is  also  a tendency  for  expenditures 
far  particular  groups  or  classes  of  og-leultural  commodities  to  remain  fairly  constant/ 
These  factors  tend  to  create  an  additional  obstacle  to  increasing  denumd  for  a relatively 
high  priced  ojyicultcxal  commodity. 

It  appears  reasonable  to  conclude  that  the  difficulties  encountered  In  the  market 
promotion  of  farm  products  would  be  greater  than  those  encountered  for  most  Industrial 
products/  In  the  esse  of  an  agricultural  commodity  marketed  In  nor  processed  form, 
it  is  difficult  to  maintain  a constant  quality  product.  This  is  especially  true  In  the 

•*  Information  was  obtained  concerning  total  disposable  personal  Income  and  total 
food  expenditures  In  the  United  States  during  the  period  1929-66.  During  this  period, 
the  lowest  proportion  of  disposable  personal  Income  spent  far  food  was  20  percent  end 
the  highest  proportion  was  77  percent.  Ibid.,  p.  55. 

or  exemple,  during  the  period  1909-13,  meats  comprised  27  percent  of  the 
total  par  capita  food  consumed  aid  26  percent  in  1956.  Also,  slight  variations  occurred 
with  respect  to  the  per  capita  consumption  rates  of  other  farm  products  such  as  dairy 
products  and  fruits  aid  vegetables.  Ibid.,  p.  48. 

5 See  F.  L.  Thomsen,  Agricultural  Marketing  (New  York:  McGraw-Hill, 

1951),  p.  341. 
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marketing  of  fresh  fruits  and  vegetables. 

The  success  of  advertising  depends  partly  upon  whether  the  product  Is  identi- 
fiable to  the  consumer  when  encountered  In  retail  stores.  Hie  effectiveness  of  adver- 
tising Florida  avocados  is  likely  to  be  diminished  if  consumers  are  unable  to  distinguldi 
them  from  fruit  grown  in  other  producing  a-eas.  This  problem  tends  to  be  minimized, 
however,  by  the  fact  that  tha  peak  marketing  season  for  Florida  avocados  occurs  at 
a lime  when  the  shipments  of  California  and  Cuba  avocados  are  relatively  law. 
Nevertheless,  It  would  appear  Important  that  the  consumer  be  able  to  recognize  in 
retail  stores  the  product  currently  advertised. 

To  the  end  of  identifying  Florida  avooados,  alternatives  exist  with  respect  to 
institutional  advertising  or  establishing  a brand  name.  Both  methods  have  been  employed 
for  the  market  promotion  of  vrrious  agricultural  commodities.  Although  It  Is  difficult 
to  ascertain  the  most  affective  approach,  it  is  passible  to  cite  instances  where  both 
have  been  used  with  apparent  success.  The  cl  trie  industry  in  California  has  apparently 
been  successful  In  Identifying  fresh  oranges  yown  In  that  state  by  the  use  of  a brand 
name.  On  Hie  other  hold,  product  advertising  has  been  employed  with  appsent 
success  In  the  market  promotion  of  potatoes  yown  in  Idaho.  One  objective  of  the 
avooodo  industry  In  the  use  of  either  approach  would  Involve  educating  the  consular 
with  respect  to  a material  difference  between  Florida  avocados  aid  those  yawn  in 
other  producing  areas.  Same  of  the  quality  factors  which  mi 


In  addition  to  distinguishing  mrrks  on  wholesale  packs,  the  industry  might 
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of  distinguishing  marks  on  the  fruit  Itself  hat  not  boon  employed  by  the  Florida  avocado 
Industry.  This  might  serve  as  an  effective  means  of  Identifying  Florida  grown  fruit. 

Finally,  Hie  extent  to  which  the  industry  cesi  carry  out  a sustained  promotional 
program  will  llke)y  hove  a bearing  upon  the  success  of  future  promotional  appeals. 
Relatively  long  periods  of  time  may  be  Involved  In  an  attempt  to  accustom  consumers 
to  Hie  regular  use  of  avocados  In  Hie  heme.  Thus,  infrequent  or  sporadic  advertising 
would  likely  be  ineffective  to  Hie  end  of  Intr  easing  consumer  demand  for  Florida 


CHAPTER  X 


SUMMARY 

The  findings  of  this  study  ore  based  on  a consumer  survey  In  which  1,738 
Inlervlews  were  obtained  from  a probability  sample  of  homemakers  In  three  selected 
income  areas  in  Ihe  city  of  Dayton,  Ohio,  Homemakers  were  asked  to  convey  their 
familiarity  with,  use  patterns  of,  and  opinions  about  avocodos.  Interviews  were 
obtained  during  the  period  November,  1956,  through  Januay,  1957. 

Of  ma|or  importance  In  this  study  was  the  determination  of  whether  familiarity 
with  and  use  patterns  for  avocados  varied  significantly  among  population  groups.  This 
had  considerable  barring  upon  the  design  of  the  trnnple.  The  sempla  of  consumers  was 
approximately  equally  distributed  among  families  of  three  income  poups  classified  as 


Famllirrity  And  Use  Patterns 

Only  about  one-third  of  the  families  Included  In  Ihe  simple  survey  hod  used 
avocados  at  home  sometime  prior  to  the  interview.  Almost  one-fifth  of  the  respondents 
were  totally  unfanlllar  with  them.  Tho  remaining  proportion  was  about  equally  divided 
between  those  who  knew  about  but  had  never  eaten  an  avocado  and  those  who  had 
eaten  one  but  at  soma  place  other  than  In  the  home. 

Use  patterns  for  avocados  ware  found  to  be  related  to  basic  differences  In 
the  population.  Frmllles  with  relatively  high  Incomes  were  more  likely  to  know 
about  and  use  avocados  that  were  fanllles  with  lower  Incomes.  Perhaps  as  a result 
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of  the  Interrelationship!  between  Income,  educational  level,  end  occupational  statue, 

It  war  noted  that  the  use  of  avocados  was  mare  prevalent  In  homes  where  the  educational 
level  of  the  homomaker  was  relatively  high  mid  whore  the  occupational  status  of  head 
of  household  was  of  a professional  or  technical  nature. 

Little  difference  was  noted,  however.  In  the  proportions  of  white  and  nonwhite 
homemakers  who  were  familiar  with  avocados  or  In  the  extant  to  which  the  two  groups 
had  used  them.  Also,  size  and  composition  of  fanlly  appeared  to  be  unrelated  to 

Homemakers  ware  mare  cofyiizant  of  Florida  as  an  avocado  producing  area  thai 
of  California,  the  only  state  other  than  Florida  in  which  avocados  are  produced  In 
commercial  quantities.  About  66  percent  mentioned  Florida  and  39  percent  mentioned 
California  as  producing  areas.  Only  31  percent  recognized  both  Florida  and  California 
as  areas  In  which  avocados  are  produced.  Hamcmdcors  who  had  used  avocados  at  home 


Among  those  homemakers  familiar  with  avocados,  85  percent  knew  them  by  the 
term  avocado  as  such.  However,  8 percent  knew  them  only  by  one  of  the  terms  'alligator 


typical  avocado  without  associating  it  with  <my  name.  Generally,  homemakers  familiar 
only  with  the  alternative  terms  were  those  Interviewed  In  that  portion  of  the  low  Income 
stratum  of  the  sample  which  Included  mostly  nonwhite  residents. 

Importance  as  means  by  which  consumers  are  Introduced  to  avocados.  The  largest  pro- 
portion of  respondents  had  learned  about  avocados  while  shopping  In  stares.  Of  almost 
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equal  Importance  os  a moans  of  baconlng  acquainted  with  avocados  was  while  living 
or  visiting  In  avocado  producing  areas. 

Availability  Of  Avocados  To  Consumers 

Avocados  are  not  extensively  available  to  consumers.  Less  than  one-half  of 
the  respondents  stated  that  they  were  usually  available  at  the  food  stares  where  they 
generally  shopped.  About  one  out  of  four  homemakers  commented  that  avocados  ware 
seldom  available  and  B percent  said  they  were  never  available. 

Avocados  ore  more  likely  to  be  available  in  food  stores  that  serve  families  with 
relatively  high  Incomes  than  in  stores  that  servo  consumers  with  lower  Incomes.  Further- 
more, It  appears  that  they  are  mare  accessible  to  white  fanllles  than  to  nonwhite  families. 

Purchasing  Habits  Of  Consumers 

Information  from  those  respondents  who  had  purchased  avocados  during  the 
month  prior  to  the  Interview  indicated  that  avocados  ere  generally  bought  In  single 
units.  About  one-half  of  the  homemakers  bought  one  avocado  ot  the  last  purchase. 

An  additional  30  percent  purchased  two  and  18  percent  bought  three  or  more  at  one 

Prices  paid  for  avocados  ranged  from  as  little  as  10  cents  to  as  much  as  59  cents 
per  fruit.  The  mast  frequently  mentioned  price  was  29  cents.  A ma|arlty  of  the  respond- 
ents had  made  their  last  purchase  of  avocados  at  a chain  stare  supermvket.  An  additional 
21  percent  .nentioned  an  Independent  market  and  18  percent  a specialty  stare. 

Frequency  Of  Use 

The  consumption  rate  was  extremely  low  among  most  of  the  families  who  had 
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used  avocados  In  the  home  at  same  Hme  prior  to  the  interview.  The  largest  proportion, 
which  accounted  for  31  percent,  hod  not  served  avocados  at  all  during  the  post  year. 
About  10  percent  had  served  them  as  often  at  two  or  three  times  o month  and  13  percent 
os  often  as  ones  a month  during  Ihe  yetr  preceding  the  interview.  Sixteen  percent  had 
served  them  only  anoe  or  twice  during  the  past  year. 

The  rote  at  which  avocodos  were  used  did  not  vary  significantly  among  the 
vmlous  population  groups.  About  5 percent  of  the  homemakers  In  the  low  income 
group  hod  served  avocados  os  often  as  once  a week  or  more  during  the  preceding  year 
as  compared  to  4 and  6 percent  of  the  homemakers  In  the  medium  and  the  hl^t  income 
groups,  respectively.  Slight  variations  with  respect  to  use  rotes  existed  between  while 
end  nonwhite  fanllles.  Size  and  composition  of  family  also  appeared  to  be  unrelated 
to  the  frequency  with  which  avocodos  were  used. 

Homemakers  who  stated  thot  avocados  were  usually  available  hod  served  them 
more  frequently  than  had  these  who  Indicated  they  were  seldom  or  never  available. 

About  16  percent  who  sold  avocodos  were  usually  available  had  served  them  once  o 
month  as  compared  to  8 percent  of  those  who  Indicated  they  were  seldom  available. 

Ifeasons  For  Infrequent  Use 

A dislike  far  the  taste  of  avocodos  appears  to  be  the  most  Importcmt  reason  far 
the  Infrequent  use.  Almost  one-half  of  the  reasons  given  for  Infrequent  use  pertained 
to  taste  considerations.  A dislike  far  their  taste  by  the  housewife  or  her  husband 
accounted  for  almost  one -fourth  of  the  reasons  given  for  Infrequent  use. 

Cost  and  nutritional  considerations,  which  together  accounted  for  only  17  percent, 
were  relatively  unimportant  as  reasons  for  infrequent  use.  As  might  be  expected,  cost 
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considerations  wars  soma  what  mors  important  to  low  income  families  then  to  high 

Manner  And  Occasion  For  Using  Avocados 
Those  homemakers  who  use  avocados  serve  them  In  o restricted  number  of  ways. 
Almost  three-fourths  of  the  homemakers  generally  served  avocados  os  a salad.  The 
occasions  for  serving  them  were  limited  almost  exclusively  to  mealtime,  and  moro  specif- 
ically to  the  dinner  meal . Only  18  percent  of  those  who  hod  used  avocados  In  the  home 
Indicated  they  had  sometimes  served  them  other  than  at  mealtime.  About  5 percent  always 
served  them  at  times  other  than  at  moals. 

Avocados  are  generally  not  regarded  by  homemakers  as  a food  which  complements 
principal  Items  on  the  meal  menu.  Only  12  percent  of  the  respasidenfi  indicated  a 
likelihood  of  having  a specific  main  dish  at  meals  whan  avocados  were  served. 


About  55  percent  of  the  homemakers  who  hod  oaton  avocados  but  not  at  heme 
expressed  a dislike  for  their  tale.  In  relation  to  taste  considerations,  cost  and  avail- 
ability of  avocados  were  of  less  Importaice  as  reasons  for  nonuse.  About  one  out  of  ten 
homemdeers  did  not  serve  avocados  at  home  because  of  a lack  of  knowledge  concerning 

Homemakers  who  knew  about  avocados  but  had  never  eaten  one  were  generally 
unfamiliar  with  this  fruit  as  o food.  Fifteen  percent  of  this  youp  merely  indicated  they 
had  no  interest  In  serving  avocados  and  6 percent  commented  the  possibility  never 
occurred  to  them.  Twenty-two  percent  had  not  purchased  avocados  because  their  appear- 


ed the  ; 


i believe  she  or  some  family  member  would  not  like  their 


opinion  regarding  tha  food 
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Opinions  About  Avocados 

Almost  ono-half  of  Hi®  hcmemcfcars  did  not  have  an 
value  of  avocados.  Most  of  the  respondents  not  offering  on  opinion  were  those  who  hod 
had  limited  use  experience  with  them.  Among  those  offering  <m  opinion,  a majority 
thought  avocados  were  relatively  high  In  food  value. 

Tha  numbar  of  homemakers  offering  an  opinion  about  the  price  of  avocados  was 
about  equal  to  Hie  number  who  were  not  familiar  enou^i  with  Hie  price  to  offer  on 
opinion.  Among  those  who  held  an  opinion,  slightly  more  than  one-half  thought  avocados 
were  high  in  price  whereas  sllghHy  less  than  ono-half  thought  the  prloe  paid  for  avocados 
was  about  right. 

About  one-half  of  the  users  of  avocados  had  made  impulsive  or  unanticipated 
purchases  of  avocados  in  the  past.  The  most  Important  reason  given  for  this  type  purchase 
was  that  the  available  fruit  was  of  good  external  appearance. 

Among  those  who  had  used  avocados,  one-fourth  indicated  there  had  been  times 
when  they  Intended  to  purchase  them  but,  after  exanlnlng  the  fruit  at  Hie  food  store, 
decided  not  to  buy  aiy.  In  a substantial  share  of  the  oases,  a purchase  was  not  mode 
because  the  ovailable  avocados  were  not  of  Hie  preferred  de^ee  of  firmness. 

Approximately  one-half  of  the  homemakers  purchased  avocados  because  they 
liked  the  taste.  On  the  other  hold,  considerations  of  taste  were  given  most  frequently 
as  o reason  for  homemakers'  dislike  for  avocados.  Most  of  Hie  homemsdcers  indicated 
they  were  presently  using  avocados  at  about  the  same  rate  at  which  they  were  using  them 


Consumers  do  not  have  a strong  preference  for  avocados  grown  In  a particular 
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area.  Among  the  mors  who  were  faniliar  with  as  many  at  two  producing  areas,  only 
1 1 percent  Indicated  a preference  for  avocados  from  one  of  theta  areas. 

Most  of  the  users  expressed  a preference  for  the  degree  of  firmness  of  avocados 
at  time  of  purchase.  Preferences  depended  Icrgely  upon  the  expected  time  Interval 
between  purchase  and  use.  Homemcfcers  who  did  not  anticipate  immediate  use  preferred 
avocados  that  were  firm,  whereas  those  who  desired  to  use  them  immediately  preferred 
these  that  were  soft. 

Consumer  preferences  were  measured  for  avocados  of  throe  distinct  shapes.  The 
most  preferred  shape  was  that  of  avocados  commonly  produced  In  California.  Second 
preference  was  a 'pear*  shaped  avocado  aid  the  least  preferred  was  a round  shaped 
fruit.  Both  the  'pea'  shaped  and  the  round  avocados  are  produced  In  Florida, 

Problem  Involved  In  The  Mcrkat  Promotion  Of  Avocados 

The  problem  involved  In  the  maket  promotion  of  avocados  is  related  to  the 
extent  to  which  consumers  know  about  and  use  them.  The  use  of  avocados  in  the 
home  Is  restircted  to  about  one  “third  of  the  population.  Father,  the  consumption  rata 
Is  generally  low  anong  those  who  purchase  them  for  home  use.  Among  the  nonusers, 
the  problem  Is  largely  one  of  Introduction  a encouraging  Initial  use.  The  problem  of 
Increasing  present  consumption  rates  exists  anong  the  users.  From  the  standpoint  of 
the  proportions  of  the  population  who  are  either  users  cr  nonusers,  It  appears  that  the 
Immediate  problem  in  market  promotion  is  largely  one  of  introduction. 

The  specialty  nature  of  avocados  and  the  nxrket  for  this  fruit  create  a number 
of  obstacles  to  maket  promotion.  One,  the  current  budget  for  market  promotion  can- 
not support  extensive  promotional  programs  such  as  those  carried  out  on  a national 
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ball.  Second,  the  principal  market  far  Florida  avocados  Is  restricted  to  certain  geo- 
graphic areas  and  in  those  areas  they  are  not  available  in  a substantial  number  of  retail 
stores.  Thus,  the  problem  arises  of  coordinating  promotional  effort  with  ihe  available 
supplies,  third,  avocados  ere  a relatively  high  prlcad  food  which  means  that  the  market 
potential  may  rest  largely  with  the  high  income  sejynent  of  the  population.  This  creates 
a problem  with  respect  to  restricting  the  direction  of  promotional  effort  to  specific 
population  groups. 

Owing  to  the  limited  resources  availoblo,  the  use  of  nation-wide  television, 
radio,  and  magazine  advertising,  such  as  employed  by  the  Florida  citrus  industry,does 
not  appear  feasible  for  market  promotion.  This  means  that  advertising  throujh  mats 
communication  medio  will  need  to  be  employed  on  a restricted  or  localized  basis. 
Advertising  In  newspapers  or  on  local  radio  and  television,  all  of  which  could  be 
restricted  to  particular  geographic  areas,  appears  to  be  the  most  practical  form  of 
promotional  effort  through  mass  communication  media. 

In  view  of  the  over-all  problem  of  market  promotion.  It  seems  that  promotional 
activity  at  the  retail  stare  level  has  certain  advantages . First,  It  would  be  possible  to 
concentrate  promotional  effort  In  retail  stores  where  avocados  are  available.  Second, 
this  type  of  approach  would  lend  Itself  to  concentration  of  effort  in  retail  stores  thot 
serve  partlculm  population  groups  such  as  fanllles  with  relatively  high  Incomes.  Dealer- 
service  promotion  may  take  the  form  of  distributing  materials  designed  to  increase  the 
attractiveness  of  stare  displays  as  well  as  other  efforts  to  acquaint  retailors  with  Improved 
methods  of  merchandising.  Promotional  efforts  In  retail  stares  might  also  be  designed  to 
aoqualnt  consumers  with  avocados  through  the  use  of  complementary  samples  and  by  dis- 
tributing Informational  materials  Illustrating  ways  In  which  avocados  can  be  prepared 
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TABLE  92.  —Census  tracts  for  the  city  of  Dayton,  Ohio,  aToyod  according  to 
contract  monthly  rental  (1950  Block  Census  of  Housing) 


Occu-  Average  Average 

pant  Value  of  Monthly 

Non-  Dwelling  Rental 

white 


Total  72,791 


7,568  $ 9,500 


IM 

8-2 

8-6 

8-1 

8-5 

2-1 

8- 3 
6-2 
2-2 
1-6 

10-7 

7- 1 
10-9 

9- 3 
10-5 

10- 3 

11- 3 

8- 4 
10-6 
10-1 

1-3 

11-2 

10- 4 
10-10 

7-3 

12- 4 
10-8 

7-2 

9- 1 
10-2 

1-2 

6-1 

11- 5 


292  138 

1,442  701 

820  320 

3,381  1,392 

357  188 

1,998  669 

2,904  1,341 

298  90 

2,680  1,578 

560  104 

868  417 

749  412 

1,291  781 

549  288 

2,168  1,007 

1,373  553 

367  268 

574  359 

818  254 

3,772  735 

541  27 

2,139  1,237 

849  449 

1,550  961 

1,051  896 

149  107 

1,858  816 

3,416  2,681 

1,053  568 

1,255  593 

1,297  124 

1,124  350 

466  363 


151  134 

725  1,112 

488  118 

1,945  2,523 

153  42 

1,310  1 

1,503  2,729 

199  23 

1,055  68 

441  147 

441  19 

491 

259  53 

1, 136  5 

785  2 

77  9 

208  112 

547 

2,912  45 

463  2 

873  10 

372  2 

575  1 

132  26 

38 

1,006  18 

713  8 

460  63 

642  3 

1,135 
753 


4,600 

6,200 

6,100 


6,100 

6,100 

6.900 
5,100 
5,500 
6,600 

7.300 

5.900 

6.300 
6,600 
9,  7* 


5, 50C 


4, 600 


9,000 

7,700 


8,800 


31.05 

31.67 

32.90 

33.13 

33.23 

33.30 

33.98 
34.76 
35.17 
35.22 

35.98 


36.34 

37.43 
37.66 
38.01 
38.09 
38.22 
38.90 

39.30 

39.35 
39.74 
39.92 
40.03 

40.31 

40.44 
41.15 
41 

41 

42 


224 


shffishfc; 
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TABU  92.—  Continued. 


Total  Owner 

Number  Oecu- 

House-  pied 


9-2 

11-6 


3-3 

2-3 

6-3 


4- 2 

5- 1 
4-9 

IW 

4- 1 

5- 2 
12-7 


754  618  130 

1,255  276  953 

1,344  1,050  287 

954  779  164 

1,645  1,441  176 

926  265  642 

1,894  1,622  240 

1,416  86  1,304 

340  272  62 

381  290  88 

1,225  425  782 

285  241  37 

1,248  652  573 

524  328  193 

1,632  1,128  475 

3,054  1,160  1,841 

2,811  1,671  1,113 

875  629  204 

1,834  940  877 

2,356  1,678  659 

2,029  1,536  453 


$10,400  $ 43.85 

3 7,800  44.54 

1 10,000  45.66 

9,900  45.71 

1 10,200  45.88 

2 7,400  46.16 

2 10,400  47.22 

21  2,900  48.94 

4 8,800  49.12 

1 9,500  49.33 

1 8,500  49.79 

15,300  50,33 

1 10,700  52.97 

1 10,200  53.74 

2 11,100  56.70 

10  15,000  59.09 

1 13,400  60.88 

...  11,100  62.09 

...  11,700  62.55 

2 17,800  62.87 

2 12,700  68.53 
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TABLE  93.— Camus  troeti  ana  related  Informa  Mon  selected  for  sample  grouped 
according  to  Income  classification  (Dayton,  Ohio,  1950  Block  Census  of  Housing) 


Average  Average 
Value  of  Monthly 
Dwelling  Rental 


No.  of  Households 


so  - Value  of  dwelling  less 


S 4,600 

5.200 
5,700 
5,800 
6,100 
6,100 
6,100 

6.200 


* 31.05 
33.13 
33.23 
33.30 
33.98 
34.76 
32.90 
31.67 


2,470 

274 

1,624 


se  - Value  of  dwelling  58,500-10,500  and/or  rent  $45-50. 


43.67 

49.12 

49.33 


9,900 

10,000 

10,200 

10,200 


9,585  45.68 

me  - Value  of  dwelling  over  512,500  and/or  re 


12,700  68.53 
13,400  60.88 
15,000  59.09 
15,300  50.33 
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TABLE  94. — Method  of  randomly  selecting  blocks  so  as  to  Insure  an  own  geo- 
graphic distribution  of  blocks  within  each  sample  stratum  (first  subtcenple  with 
sampling  fraction  of  one-thirteenth). 


365-377 
378-390 
391  -403 
404  - 416 


Block  Selected  for  Sample 
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QUESTIONNAIRE 
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University  of  Florida 
Agricultural  Experiment  Station 
Department  of  Agricultural  Economics 


Prelect  801:  CONSUMERS  USES  AND  OPINIONS  OF  FLORIDA  AVOCADOS 


Time  interview  started: 


Street  Address: 

Block  Number: 


Time  Interview  ended:_ 


(TURN  THIS  PAGE  BffORE  ENTERING  HOUSEHOLD) 
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UNIVERSITY  OF  FLORIDA 
AGRICULTURAL  EXPERIMENT  STATION 
DEPARTMENT  OF  AGRICULTURAL  ECONOMICS 
Project  801 : CONSUMERS  USES  AND  OPINIONS  OF  FLORIDA  AVOCADOS 


I WOULD  LIKE  TO  BEGIN  THE  INTERVIEW  BY  ASKING  YOU  SOME  QUESTIONS 
ABOUT  HOW  FAMILIAR  YOU  ARE  WITH  THE  PRODUCT. 

1 . Do  you  happen  to  know  what  an  avocado  Is? 

Ya. (Go  to  question  4) 

No (Go  to  question  2) 

2.  Avocados  ore  sometimes  called  avocado  pears,  alligator  pears,  or  ca lavas.  Are 
you  familiar  with  any  of  these? 

Yes (Go  to  question  4) 

No (Go  to  question  3) 

3 . I have  here  a photograph  of  an  avocado.  They  are  dark  green  In  color  but  this  Is 
the  general  shape  of  one.  Are  you  now  fanflfar  with  It  or  do  you  know  It  by  some 
other  name? 

Yes Nome  (Go  to  question  4) 

No  (Go  to  question  63) 

4.  Are  avocados  (or  the  term  used  by  the  respondent)  usually  available,  seldom 

able,  or  never  available  at  the  store(s)  where  you  buy  groceries? 


i avail- 
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5.  In  yow  opinion  would  you  «oy  avocados  aro  high  In  food  value,  about  average  In 
food  valuo,  or  low  In  food  valuo? 

High  

Low  

No  opinion 

Other  remarks 

6.  In  your  opinion,  do  you  think  the  price  of  avocados  Is  high,  low,  or  about  ri^it 
in  relation  to  other  foods? 

Why? 

Why? 


High 

Low 


Yes (Obtain  clrcumstances)_ 


Yes (Go  to  question  20) 

No (Go  to  question  9) 

9.  Hove  you  ever  eaten  on  ovocodo? 


Yes  (Go  to  question  14) 


(Go  to  question  10) 


10.  Could  you  tall  me  why  you  have 


11.  Do  you  know  how  avocados  are  served? 
Yes  (Obtain  methods) 


12.  Before  I began  this  Interview,  did  you  know  that  avocados  were  yown  In  Florida? 


13.  Vdiere  else  in  this  country  do  you  think  they  are  grown? 


Do  not  know 
GO  TO  QUESTION  63 


served  them  In  your  he 


How  were  they  served? 


13. 
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16.  Are  there  other  members  of  your  foully  who  like  them? 
Yet  Who  ore  they? 


17.  (DO  NOT  ASK  THIS  QUESTION  IF  RESPONDENT  ANSWBS  "NO"  TO  BOTH 
QUESTION  IS  AND  QUESTION  16.) 

Could  you  tell  me  why  you  do  not  serve  them  at  home? 


18.  Before  I began  this  Interview,  did  you  know  that  avocados  were  grown  In  Florida? 
Yet 

No 

19.  Where  else  in  this  country  do  you  think  they  are  grown? 


Do  not  know 

GO  TO  QUESTION  63 


2-3  times  o month 
ce  a month 
on  22) 


u served  avocados  In  your  home? 

Times  a year  (Go  to  question  21) 

Served  but  do  not  know  how 

often  (Go  to  question  21) 

Not  served  In  past  year  (Ask 

question  21  and  then  go  to  question  39) 


One 
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21 .  Why  li  It  Hint  you  do  not  servo  avocados  more  often? 


22.  Have  you  purchases  any  avocados  In  the  past  month? 

Yes  (Go  to  question  23) 

No (Go  to  question  39) 

23.  When  did  you  make  your  last  purchase? 


I WOULD  NOW  LIKE  TO  ASK  YOU  SOME  QUESTIONS  ABOUT  THIS  LAST  PURCHASE 
OF  AVOCADOS. 

24.  Where  did  you  buy  them? 


c.  Type  of  establishment 

25.  How  many  did  you  buy?  Number 

26.  How  much  did  you  pay?  Per  Unit 


NOW,  I WOULD  LBCE  TO  ASK  YOU  SOME  QUESTIONS  ABOUT  THE  AVOCADOS 
WHICH  YOU  LAST  SERVED  IN  YOUR  HOME.  (NOTE  TO  ENUMKATORs  THIS  MAY 
OR  MAY  NOT  BE  THE  LAST  AVOCADOS  PURCHASED  BY  RESPONDENT.) 

27.  When  did  you  serve  these  avocados? 
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29.  At  what  meal  were  they  served? 

30.  How  were  they  served? 


31 . Were  these  avocodos  entirely  satisfactory  to  you  and  your  family? 

Yes (Go  to  question  33) 

No (Go  to  question  32) 

32.  What  was  It  that  you  or  they  did  not  like  about  them? 


33.  About  hew  long  da  you  think  It  will  be  before  you  will  serve  avocados  to  your 
family  again? 


34.  Do  you  have  any  avocados  on  hand  now? 

Yes (Go  to  question  35) 

No (Go  to  question  3?) 

35.  How  are  you  storing  them? 

36.  When  do  you  Intend  to  serve  them? 

37.  At  what  meal  do  you  Intend  to  serve  them  ? 

36.  How  do  you  intend  to  serve  them? 


NOW,  I WOULD  LIKE  TO  ASK  YOU  SOME  QUESTIONS  ABOUT  YOUR  EXPERIENCES 
WITH  AVOCADOS  DURING  THE  PAST  FEW  YEARS.  THESE  QUESTIONS  DO  NOT 
Rff  ER  TO  ANY  PARTICULAR  TIME  THAT  YOU  MIGHT  HAVE  USED  THE  M,  BUT  IN 
GENERAL  HOW  AND  WHEN  YOU  USE  THEM  IN 


YOUR  HOME. 


172 

39.  Could  you  name  the  different  ways  In  which  avocados  are  sorvod  In  your  homo? 
(Lilt  In  Older  mentioned) 


40.  Are  there  any  particular  members  of  your  foully  that  you  buy  avocado!  for? 

Yes Which  members?  (List  as 

husband,  daughter,  etc.) 


No 

41 ,  Would  you  or  other  members  of  your  family  I Ike  to  have  avocodos  mare  often  than 
you  now  serve  them? 

Yes Which  members?  

(including  respondent) 


No 

42.  When  you  serve  avocados,  do  you  have  them  at  mealtime? 


(Go  to  question  44) 


17J 


43.  Are  there  on/  main  dlihos  lha*  you  are  mar*  likely  to  larve  when  you  eat  avocado! 
at  mealtime? 

Yes What  foods:  


No 

44.  Do  you  serve  them  at  other  times? 
Yes Vihot  tiroes? 


No 

45.  Is  there  any  particular  occasion  on  which  you  might  be  more  likely  to  serve 
avocados,  such  as  holidays,  birthdays,  parties,  etc.? 

Yes VMiat  occasion(s)? 


No 

44.  Are  you  more  likely  to  servo  avocados  In  any  one  season  of  the  year,  or  do  you  use 
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>n  this  interview,  did  you  know  that  o\ 


48.  Do  you  know  of  any  plans  othor  than  Florida  whore  I hoy  are  grown? 
Yes Where?  


No 

(GO  TO  QUESTION  49  IF  RESPONDENT  ANSWBS  "YES"  TO  BOTH  QUESTION 
47  AND  QUESTION  48,  OR_  GIVES  MORE  THAN  ONE  PIACE  IN  ANSWERING 
QUESTION  48.  GO  TO  QUESTION  53  UNDER  ALL  OTHER  CIRCUMSTANCES.) 

49.  Do  you  prefer  avocados  from  any  particular  growing  area? 

Yes 

No  (Go  to  question  53) 

50.  Which  growing  area  do  you  prefer? 


51 .  Why  do  you  prefer  avocados  from  this  area0 


52.  If  avocados  ore  not 
from  some  other  gray 


available  an  the  market  from  this  area,  do  you  purchase  them 
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53.  Compved  with  o year  ago,  are  you  now  using  mare,  lew,  or  about  the  same 


Some  amount (Go  to  question  55) 

Do  not  know (Go  to  question  55) 

54.  Why  are  you  using  ("££)  ? 


55.  Hove  there  been  any  times  recently  that  you  went  to  tho  store  with  the  idea  in  mind 
of  buying  avocados,  but  after  looking  at  them  you  decided  not  to  buy  any? 

Yes 

No (Go  to  question  57) 

56.  Why  did  you  decide  not  to  buy  avocados? 


57.  Sometimes  people  buy  things  they  just  happen  to  see  in  o store.  Hove  you  ever 
bought  avocados  when  you  hod  not  thought  about  getting  them  before  you  went  to 

No  (Go  to  question  59) 

58.  The  last  time  this  happened,  what  mode  you  decide  to  buy  them? 
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59.  Whan  you  buy  avocado!,  do  you  select  those  that  are  hard,  firm,  or  soft? 

Hard Why?  

Firm 


Depends  upon  un How  does  use  Influence  your  selection? 


Purchase  kind  available 


60.  What  would  you  say  are  the  main  reasons  you  buy  avocados,  that  Is,  what  do  you 
or  your  family  like  about  them? 


61 . Is  there  anything  that  you  or  your  family  do  not  like  about  avocados? 

Yes What? 

62.  I have  here  a group  of  3 pictures.  I would  like  for  you  to  lock  at  them  and  think  of 
them  as  being  3 different  kinds  of  avocados  In  a store.  Then,  tell  me  which  avocado 
you  would  buy  If  all  three  were  the  sane  price?  Now,  would  you  give  me  your 
second  choice? 

First  choicer  a b c (Circle  one) 

Second  choice  a b c 
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NOW,  I WOULD  LIKE  TO  ASK  YOU  SOME  QUESTIONS  ABOUT  YOU!  FAMILY. 

63.  First,  I would  like  to  ask  you  about  the  number  and  ages  oF  chi  I dr  an  living  at 


b.  Number  of  childran  botwoon  7 and  18  (inclusive) 

e.  Number  of  children  below  the  age  of  7 

64.  What  was  the  last  grade  that  you  completed  in  school?  (Please  circle) 

a.  Grammar  school  I 2345678 

b.  High  school  12  3 4 

e.  College  12  3 4 

e.  Nursing  school 

f.  Other 


65.  Now,  I would  lika  you  to  list,  by  their  relationship  to  you  as  "daughter,"  "son," 
etc.,  the  adult  members  of  your  family,  those  persons  over  18,  who  ate  most  of 
their  meals  In  your  home  during  the  past  30  days. 

a.  Which  members  of  the  fanily  were  employed  at  any  time  during  the  past  twelve 
months? 


What  were  their  occupations?  (If  a member  of  the  family  is  retired,  list 
former  occupation  and  place  "R"  after  it.) 


178 


64.  Concerning  family  In 
and  week.  Would  yo 
family  Income  falls. 
8y  the  yean 

Under $3,000  

$3,000  to  $5, 000  

$5,000  to  $7, 500  _ 
Over  $7, 500 


H Into  which  your  total 


Under $250  Under  $57 

$250  to  $416  $57  to  $96 

$416  to  $625  $96  to  $144 

Over  $625  Ow  $144 

. NOTE  TO  ENUMERATOR:  DO  NOT  ASK  RESPONDENT  THIS  OUESTION. 
Merely  check  age  bracket  In  which  you 


35-50 
Over  50 


COMPLETE  COVER  PAGE  IMMEDIATELY  UPON  LEAVING  HOUSEHOLD. 
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University  of  Florida 
Agricultural  Experiment  Station 
Department  of  Agricultural  Economics 

Project  801  - Consumer  Uses  end  Opinions  of  Florida  Avocados 
GENERAL  INFORMATION  FOR  ENUMERATORS 

I.  GENERAL 

A.  Ydiy  the  study  Is  being  mode 

During  the  next  three  or  four  years,  the  production  of  avocados  in  Florida 
is  expected  to  increase  at  least  three-fold.  This  expanding  production 
will  give  rise  to  the  need  for  expanding  markets.  We  feel  that  a first 
step  In  bringing  about  this  necessary  expansion  of  markets  is  the  obtaining 
of  Information  on  the  kinds  of  avocados  that  consumers  want,  and  on  the 
reasons  far  the  variation  In  consumption  among  different  Individuals. 

Any  Information  obtained  In  this  study  should,  in  the  long  run,  bo  of 
great  benefit  to  both  consuners  and  producers  of  avocados.  It  will  enable 
growers  and  processors  of  avocados  to  adopt  their  production  to  the  con- 
sumers* wants  - to  give  consumers  the  kind  of  product  they  want.  The 
information  may  also  be  useful  in  expanding  sales  in  that: 

1 . If  the  consumer  is  getting  what  he  wants,  he  is  likely  to  Increase  his 

2.  If  the  producers  and  handlers  have  some  knowledge  of  the  level  of 
and  the  reasons  in  the  variation  of  consumption,  they  may  be  able 


that  will  lead  to  Increased 
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consumption  of  avocados  by  those  who  are  currently  consuming 
limited  quantities. 

3 . Steps  may  be  taken  to  acquaint  a larger  proportion  of  the  population 
with  the  product  through  various  advertising  media.  If  Information 
obtained  from  this  survey  shows  o sufficient  amount  of  the  population 


B.  Our  objectives 

The  things  we  want  to  find  out  in  this  study  are: 


3.  The  factors  that  causa  some  people  to  use  large  amounts  of  avocados 
while  others  use  very  small  mnounts. 

4.  To  determine  how  familiar  the  population  Is  with  avocados. 

C.  \Miy  we  ore  working  In  Dayton 

Even  though  Florida  avocados  are  marketed  throughout  the  United  Stales, 
a large  amount  Is  marketed  In  the  northern  part  of  the  country.  In  this 
study,  we  ore  Interested  In  finding  out  something  about  the  use  of  avocados 
In  the  northern  section  of  the  United  States.  Investigations  which  we  have 
made  lead  us  to  believe  that  Dayton  is  a city  which  possesses  many  of  the 
characteristics  common  to  other  northern  cities  In  Its  size  class.  We  feel 
that  by  making  an  Intensive  study  of  the  use  of  avocodos  In  the  city  of 
Dayton,  we  will  be  able  to  make  some  statements  about  whot  might  be 
expected  In  a number  of  other  northern  cities.  The  theory  of  sampling 
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holds  that  certain  Inferences  may  be  made  about  a larger  area  If  the 
correct  data  are  obtained  from  a smaller  area. 

D.  Vthy  any  one  particular  household  Is  selected  for  the  study 

Your  home  Is  one  of  2,000  selected  to  represent  all  the  homes  in  Dayton. 
The  method  by  which  your  homo  was  selected  was  something  like  putting 
the  street  oddresses  of  every  house  In  Dayton  In  a hat  and  then  drawing 
out  2,000  numbers.  By  the  method  used,  every  home  In  this  section  of 
Dayton  had  an  equal  chance  of  being  selected.  This  kind  of  sample  assures 
us  that  we  will  have  sample  representatives  of  the  types  of  occupations. 
Incomes,  and  races  In  which  we  are  Interested.  Your  family  thus  represents 
many  families  In  this  section  of  town  and  your  cooperation  will  be  extremely 
valuable  to  us  in  achieving  the  objectives  of  our  study. 

II.  INSTRUCTIONS  FOR  ENUMERATORS 

A.  To  aid  you  In  securing  and  maintaining  the  housewife's  cooperation  and 
Interest  in  the  Interview 

1 . Be  courteous  and  considerate.  Your  objective  should  be  to  leave  the 
housewife  with  the  feeling  that  her  time  has  been  well  spent,  and  that 
she  has  made  a real  contribution  to  the  success  of  the  study.  If,  when 
you  have  completed  the  interview,  you  have  the  feeling  that  you 
would  be  welcome  to  coma  back,  you  have  done  a good  job. 

2.  Be  thoroughly  familiar  with  the  study.  This  Involves  being  able  to 
answer  any  questions  the  housewife  may  have  with  respect  to: 

a.  The  objectives  of  the  study  - what  we  are  trying  to  find  out. 
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b.  What  use  will  be  mads  of  the  Information  collected  - what  good 
It  Is  to  know  there  things, 
e.  Why  (he  study  Is  being  conducted  In  Dayton, 
d.  Why  she  happened  to  be  selected  far  Interview. 

3.  Regcrd  all  information  obtained  os  strictly  confidential.  Under  no 

conditions  will  you  disclose  to  anyone  the  Information  you  have 
obtained  In  any  Interview.  You  will  net  record  the  name  of  the 
person  Interviewed.  Make  It  clear  to  the  parson  interviewed  that 
the  Information  she  gives  will  be  combined  with  that  given  by  many 
other  persons  for  proposes  of  analysis  and  publication. 

4.  Suggest  that  the  Information  obtained  con  be  of  benefit  to  persons  who 
buy  and  use  avocados  as  well  as  those  who  grow  and  sell  them.  If  we 
can  find  out  the  particular  kinds  of  avocados  that  people  want  to  buy, 
wo  can  advise  the  growers  and  processors  to  work  toward  putting  that 
product  on  the  market. 

B.  To  aid  In  using  the  questionnaire 
1 . General  Instructions 

a.  Make  certain  you  understand  what  avocados  are. 

b.  Be  thoroughly  familiar  with  the  schedule  - the  list  of  questions  - 
so  as  to  be  able  to  |ot  down  any  Information  volunteered  along 
with  the  answer  to  an  earlier  question.  This  will  prevent 
unnecessary  repetitive  questioning  and  prolonging  the  Interview. 
The  person  being  Interviewed  can  become  extremely  Irritated  over 
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repeating  Information  she  has  already  given  you. 

c.  Probing.  This  Is  the  process  of  further  questioning  In  order  to 
get  more  infomratlon  or  to  get  more  detailed  Information. 

Examples: 

(1)  In  answer  to  questions  such  as  *\Miy  do  you  like  or  use 
avocados?*  you  ore  apt  to  get  *1  like  avocados  because 
of  the  It  taste.*  Taste  Is  a very  vogue  sort  of  term  so  you 
will  need  to  ask  something  like  'Well,  what  do  you  Ilka 
about  the  taste  of  ovoeadoe?"  or  someone  may  say, *1  like 
avocados  because  they  are  good  for  you.*  Then  you  should 
ask  "Well,  what  Is  there  about  avocados  that  makes  you  think 
they  are  good  for  you?* 

(2)  Wien  any  questions  ask  *Wiy”  or  “What  ore  the  reasons?*, 
you  may  get  o list  of  several  things.  After  the  person 
mentions  one  or  several  and  then  hesitates,  ask  'Are  there 
any  other  things/reasons?*  This  Is  done  for  the  purpose  of 
getting  a person's  complete  set  of  reasons. 

d.  Never  ask  questions  In  such  a way  as  to  suggest  on  answer. 

e.  As  you  go  through  the  questions,  the  person  you  ore  Interviewing 

may  volunteer  more  complete  Information  than  the  questions  call 
for,  or  some  special  information  of  Interest  may  be  given.  Record 
such  information  as  you  think  may  be  of  value  on  the  margin  of 


the  question  sheets. 


the  conclusion  of  tho  interview,  and  off  f you  leave  the  house, 


record  any  comments  you  may  hove  on  the  back  of  the  last  sheet. 

Reference  Is  made  to  such  things  ast 

(1)  V\hat  you  think  about  the  reliability  of  the  answers  given, 
that  Is,  did  the  person  you  were  interviewing  seem  to  be 
giving  conscientious  answers,  just  trying  to  get  through  the 
questionnaire,  or  perhops  giving  the  kind  of  answers  she 
thought  you  wanted. 

(2)  If  you  did  not  get  an  income  figure,  your  estimate  of  Income 
based  on  appearance  of  home,  etc. 

To  aid  you  in  Introducing  yourself  to  the  housewife 

introduce  yourself,  giving  the  following  information: 

a.  Your  name 

b.  Whom  you  ere  walking  for 

c.  The  purpose  of  your  visit 

(I)  For  exanple  you  might  say:  "I  am  Mrs.  Smith.  I am  working 
on  a study  of  the  use  and  opinions  of  avocados  made  by  the 
Unlvenltyof  Florida.  We  are  trying  to  find  out  something 
about  whether  or  not  people  know  about  the  product  and,  if 
so,  what  their  likes  and  dislikes  are.  Even  If  you  have  never 
heard  of  avocados,  we  would  appreciate  your  cooperation  in 
answering  a few  questions.  Your  family  is  one  of  about  1500 
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in  Dayton  so  looted  to  give  this  information.  I am  wondering 
If  you  are  free  at  this  time  to  discuss  this  subject  with  me.* 
The  above  introduction  Is  merely  a suggestion.  You  will  probably  wont 
to  make  up  your  own  Introductions  and  to  very  them  according  to  the 
type  of  person  you  are  interviewing.  There  may  be  times  when  a much 
fuller  introduction  will  be  (leaded.  Before  the  housewife  consents  to 
be  interviewed,  she  may  want  to  know  such  things  at  "iMiat  good  will 
this  information  be?*,  "How  will  it  help  me?",  and  "Why  is  the 
Unlvereity  of  Florida  doing  a study  here  in  Dayton?”.  At  times  It  may 
be  desirable  to  emphasize  at  the  very  beginning  that  all  information  Is 
treated  as  confidential  and  that  you  are  not  interested  in  the  person's 
name.  The  amount  of  detail  required  in  the  Introduction  will  depend 
entirely  on  the  housewife's  reaction  to  your  first  statement  of  Intro* 
duct  ion. 

III.  INFORMATION  ABOUT  THE  AVOCADO 

Avocados  were  known  and  enjoyed  as  early  as  900  A.D.  Proof  of  this  was 
found  in  the  mound  of  Chan  Chan  in  Peru,  where  a water  bowl  was  discovered 


found  In  the  temples  of  the  Mayas,  Toltecs,  and  Aztecs.  The  first  written 
records  of  the  fruit  (approximately  1526)  were  made  by  Spanish  explorers, 
first  record  by  an  English  specking  person  was  mode  by  W.  Hughes  (1672), 
physician  of  the  English  crown,  who  said  it  was  "one  of  the  most  rare  and 


s."  Following  this,  George  Washington 
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(1715)  found  the  avocado  to  be  Hie  most  popular  fruit  In  the  Barbados  Islands. 

In  the  United  States,  Florida  was  the  first  state  to  grow  this  crop  commer- 
cially. The  first  planting  was  made  in  1833  by  the  well  known  horticulturist, 
Henry  Perrlne,  but  the  first  commercial  crop  was  produced  In  1900.  There  are 
about  440  avocado  groves  In  Florida,  making  an  avocado  acreage  of  11,000 
acres  and  producing  an  annual  crop  of  over  600,000  bushels. 

The  avocado  Is  an  evergreen  toe  with  broad,  bright  waxy  leaves.  It  grows 
wall  In  almost  any  sell  at  long  at  It  It  well  drained.  It  cannot  tolerate  standing 
water.  The  tree  can  be  grown  commercially  only  In  tropical  or  sub-tropical 
climates  at  It  Is  seriously  damaged  by  temperatures  below  freezing. 

Florida  avocados  ore  developed  from  West  Indian,  Guatamalan,  and 
Mexican  stock.  There  are  at  present  59  varieties  found  In  commercial  groves. 
Many  of  these  varieties  produce  an  excellent  eating  fruit  at  graveside  but  are 
lacking  In  certain  characteristics  needed  for  the  market,  such  as  acceptable 
size,  appearance,  or  keeping  qualities. 

Such  varieties  are  now  being  budded  or  grafted  to  the  more  popular  varieties 
such  as  Pol  lords,  Waldln,  Booth  B,  aid  Lula,  which  now  dominate  the  market.  In 
most  cates  budded  and  grafted  fruit  is  of  higher  quality  than  fruit  grown  from  seed. 
Avocados  diould  be  permitted  to  carry  a crop  In  the  fourth  year  but  they  ore  not 
considered  to  produce  a profitable  crop  until  the  sixth  or  seventh  year. 

The  fruit  should  be  picked  with  the  stem  attached  and  then  clipped  later. 

To  test  for  the  right  time  to  pick,  samples  should  be  taken  and  allowed  to  ripen 
for  about  a week.  If  they  ripen  In  this  time,  the  remaining  fruit  Is  ready  to  pick. 
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This  Is  H»  only  true  tost,  for  the  fruit  will  remain  on  the  tree  for  months  after 
moturlty  with  no  signs  of  softening.  Avocados,  like  bcnanas,  must  undergo  o 
softening  period  after  picking,  before  they  are  ready  to  eot. 

Even  with  Its  large  size,  the  Florida  avocado  contains  only  about  325 
calories,  has  no  starch  or  sugar,  and  is  low  in  fiber  content.  In  addition.  It 
contains  nine  vitanlns  and  fourteen  minerals,  and  Its  oil  content  averages  about 
4 to  10  percent. 

In  buying  avocados  In  the  store,  you  are  selecting  them  either  for  immediate 
use  or  for  your  menu  several  days  away.  In  the  former  Instance,  you  want  ripe 
ready-to-eat  fruit.  To  select  this,  take  the  avocado,  holding  It  lightly  In  the 
palms  of  both  hands,  and  press  gently  but  firmly.  If  the  fruit  gives  to  this 
pressure.  It  is  ripe  and  ready  to  serve.  If  not  yet  ready,  it  should  ripen  at  room 
temperature  in  two  to  five  days. 

If  you  have  half  an  avocado  remaining,  you  may  preserve  its  color  and 
flavor  by  scoring  It  lightly  with  a fork,  squeezing  lime  juice  on  it,  ond  placing 
It  in  the  refrigerator.  If,  however,  you  hove  more  ripe  avocados  on  hand  than 
you  plan  to  use,  you  may  remove  the  meat,  mash,  mix  with  lime  juice  and  salt, 
and  freeze  in  the  frozen-food  section  of  your  refrigerator.  (This  can  be  thawed 
later  and  used  as  o base  far  soup  or  mixed  with  condiments  ond  read  as  a canape 
or  sandwich  spread.  Mexicans  call  this  auacomole.) 

The  avocado  is  a delicious,  rich,  smooth-textured  fruit  that  blends  well 
with  almost  any  condiment,  dressing,  or  food.  Generally,  It  is  used  as  o com- 
ponent of  fruit  or  vegetable  salad  to  which  It  adds,  at  little  cast,  a note  of 
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luxury  and  alagonce.  It  alio  makes  groan  saladi  nouriihlng  at  wall  as  healthful. 
In  Florida,  many  people  cut  an  avocado  In  half,  remove  the  teed,  and  fill  the 
hollow  of  each  half  with  lima  juice  and  salt.  French  or  Russian  dressing  may  also 
be  used.  The  avocado  Is  then  eaten  with  a spoon,  just  like  a melon. 

In  preparing  tossed,  tomato,  or  papafrull  salads,  the  avocado  should  be 
sliced  or  diced  and  added  to  the  salad.  The  flavor  of  the  dish  is  heightened  by 
substituting  lime  juice  for  vinegar.  The  housewife  or  hotel  chef  can  utilize  left- 
overs by  stuffing  the  seed  oavlty  of  an  ovoeodo  half  with  creamed  shrimp,  fish, 
chicken,  or  turkey. 
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■LOCK  RECORD 

ENUMERATOR BLOCK  NUMBER 

TRACT  NUMBER 

Street  end  Number  Dote  Disposition  of  First  Coll  Dote  of  Coll  Bocks 

Completed  Refused  Away  First Second 
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TABLE  95.— The  relationship  between  average  time  required  for  Interview  and  the 
extent  to  which  the  homemaker  was  familiar  with  and  used  avocados. 


Level  of  Knowledge 
and  Extent  of  Use 

Interviews 

Average  Time 
Required  for 

(Minutes') 

No  knowledge 

m 

10.29 

Knowledge  but  not  eaten  or  served 

432 

15.13 

Eaten  but  not  served  at  home 

441 

16.68 

Served  at  home  sometime  in  past 

436 

24.39 

Served  In  home  In  past  month 

103 

28.47 

Average,  all  groups 

17.51 

APPENDIX  I 


FORM  I 


TO  OBTAIN  INFORMATION  ABOUT  FAMILY  INCOME 


Project  No.  801 
Department  of  Ag.  Econc 

University  of  Florida 
mlcs  Agricultural  Experiment  Station 

Please  check  any  one  of  the  brackets  inta 

which  your  total  family 

By  the  year: 

By  the  month : 

By  the  week: 

Under  $3,000 

Under  $250 

Under  $57 

$3,000  to  $5,000  

$250  to  $416 

$57  to  $96  _ 

$5,000  to  $7,500  

$416  to  $625 

$96  to  $144  

Over  $7,500  

Over $625 

Over  $144  
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